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People in the RV park and campground business often argue
about the merits of public parks versus private parks and the ways
in which one sector — for better or for worse — relates to the other.
It’s obviously another one of those debates in which you have smart
people on both sides of the fence.

But when it comes to the long-term plight of the nation’s national
parks, there’s nary a thinking soul who would argue against the fu-
ture welfare of national parks as treasures of the American landscape
and as ongoing cultivators of recreation-minded pursuits and tradi-
tions — especially camping in all of its forms.. The fact of the matter
is that we as a nation have always held a special place for national
parks, assuming they take into account the sensitivities, commercial

interests and synergies of the thousands of private parks that surround them throughout the U.S.
That said, the perilous financial straits of America’s national parks were driven home in late July

during high-profile Congressional committee hearings held “to consider supplemental funding options
to support the National Park Service’s efforts to address deferred maintenance and operational needs.”

During those hearings, Senate Energy and Natural Resources Committee Chairman Ron Wyden,
D-Ore., called for creative ways to address the estimated $11 billion maintenance backlog facing
NPS facilities. “While the creation of our national park system is one of our country’s greatest suc-
cesses, the Park Service faces significant funding challenges in taking care of the more than 400 na-
tional parks, monuments, and other sites that Congress and the president have entrusted to its
protection,” Wyden said. NPS Director Jon Jarvis, Wyden and other committee members reportedly
discussed possible ways to fund the parks’ maintenance backlog, including raising entrance fees for
non-U.S. citizens to keep up with an increasing influx of foreign visitors.

All that said, there was intriguing sub-theme that emerged from July’s hearings, according to Derrick
Crandall, president of the American Recreation Coalition: A dramatic drop in overnight stays in national
park campgrounds — and especially in RV-associated stays, which have declined from more than 4
million overnights in the 1980s to about 2 million overnights currently. This surprising information
was contained in the testimony that Gerry Gabrys, representing concessionaires as CEO of Guest
Services Inc., delivered as the main witness for the National Park Hospitality Association (NPHA).

“Private-sector-campground use has grown appreciably during this period — and private camp-
grounds have adapted to today’s campers,” Crandall said of Gabrys’ testimony. “There is strong evidence
that NPS sites designed for tent campers, with no utility hook-ups, no Wi-Fi or dump stations and
other factors have contributed to the decline in RV stays." It's something to think about. WCM

Why The Drop in National Park RV Overnights?
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When RMS North America launched
its cloud-based, front desk management
system in the U.S. two years ago, private
park operators were impressed by how
easy it was to train staff how to use it.

“It’s easy to use,” said Jan Weinberg,
director of the 250-site Great Divide
Campground in Newton, N.J. “I had
people jumping on the system and
learning how to use it in just a couple
of days.”

Ease of use translates into faster
reservation processing times, which
benefits front desk staff as much as it
does the guests who call to make their
reservations.

The RMS system gives staff the ability
to perform multiple searches and to

conduct other research without
leaving the reservation screen or
losing reservation data that they
initially entered into the reserva-
tion request.

But now the RMS just got better.
As part of its version 9 upgrade,

which is being issued this summer,
RMS provides even more protec-
tion for front desk staff. “It remem-
bers where you are at when you
are processing a reservation. So if
you lose it for whatever reason,
you don’t have to start all over
again,” said David Jones, group

sales manager for La Jolla, Calif.-
based RMS North America.

The version 9 upgrade also has smart
features not available in other front desk
management systems.

For example, if a previous guest calls
to make a reservation from a phone
number that he or she has used before,
RMS can automatically retrieve the
caller’s profile information, which in-
cludes a variety of details ranging from
the name of their pet to their RV site
preferences.

“With this system, the guest no
longer has to tell park operators every-
thing like it’s their first time making a

Cloud-Based RMS Front Desk System
Reduces Reservation Processing Times

ARVC CEO Bambei Discusses Annual Confab,
Member Benefits and New Marketing Plans
2013 Outdoor Hospitality Conference and Expo is
scheduled for early November, eliminating con-
flicts with other annual industry events. ‘We will be
able to see our friends from the manufacturing side
at RVIA and other shows that conflicted with ours.
That won’t be an issue,’ Bambei said.

Call it a “shake up.”
That’s a phrase Paul Bambei, CEO of the

National Association of RV Parks and
Campgrounds (ARVC), used to describe the
2013 ARVC Outdoor Hospitality Conference
and Expo (OHCE) scheduled for Nov. 4-8 in
Knoxville, Tenn.

Unlike past years, ARVC has avoided
conflicts with many other industry events,
such as the KOA Convention, LSI Sympo-
sium and the IAAPA Show by putting the
conference at the start of the month. The
ARVC conference also will not conflict with
the annual Recreation Vehicle Industry As-
sociation’s (RVIA) National RV Trade Show,
which is held after Thanksgiving in
Louisville, Ky., and big, 50th anniversary cel-
ebrations planned by the Pennsylvania
Campground Owners Association (PCOA)
and Campground Owners of New York
(CONY).

“These are all great shows that were
tearing our members apart in terms of
which one do they go to. We wanted to
eliminate that conflict,” Bambei said.

“We will be able to see our friends from
the manufacturing side at RVIA and other
shows that conflicted with ours. That won’t
be an issue. We’re also avoiding the
Thanksgiving holiday.

“This should translate into lower air
fares and an easier time to get away.”

The ARVC conference will dovetail with
the 48th Annual Smoky Mountain Gift Show

Nov. 5-8 at the Gatlinburg Convention Cen-
ter, located 25 miles south of Knoxville. The
show is popular with campground owners,
Bambei noted.

“Convenience” is the operative word for
the 2013 conference, as Knoxville is located
within a 500-mile drive of two-thirds of the
U.S. population and a similar percentage of
ARVC member parks and campgrounds,
Bambei noted.

Knoxville, a city of 200,000 located in the
shadow of the Appalachian Mountains and
Great Smoky Mountain National Park, will
afford ARVC some unique opportunities to
offer its members attending the conference,
Bambei said.

The Hilton Knoxville is the host hotel with
the Holiday Inn World’s Fair Park as the sec-
ondary hotel. The expo will be held in the
Knoxville Convention Center.

Seminar Content, New
Marketing Tool Launched

OHCE offers a choice of more than 40 ed-
ucational seminars, all of which are Out-
door 

Hospitality Education Program-approved
and presented by nationally recognized
speakers and leaders in the industry. ARVC
has expanded educational content to give
more learning opportunities. All educational
seminars from Tuesday through Friday are
now included in the full registration fee.

All sessions will take place at the

Knoxville Convention Center unless other-
wise noted.

Once at the conference, attendees will
also notice improvements in seminar con-
tent and even the timing of some traditional
events.

“We’ve shaken things up quite a bit this
year,” Bambei said. “We have studied our
members’ requests, so the topics of educa-
tion are going to be so much different from
what we’ve had in the past. For example,
we have put together a multigenerational
panel that includes the founder, middle gen-
eration family member and the children of
that generation that are thinking about
whether they want to get into the family
business.

“We know there is a lot of inner-family
questioning, decision-making that goes on
whether the younger generations want to
get into the business. We want to profile
people in those situations who have been

ARVC – continued on page 18

LSI Growing, Revenue 
Streams Arcing Upward

Leisure Systems Inc. (LSI) is continuing
to expand the Jellystone Park franchise net-
work, adding four parks in three states in
the past two years, bringing the total to 79
locations.

So far this year, the Milford, Ohio-based
campground chain has added new parks in
Tyler, Texas, and Uniontown, Ohio, while
picking up additional parks in Fredericks-
burg, Texas, and Elberta, Ala., last year.

But even more dramatic growth has
taken place in terms of park revenue, ac-
cording to the company. Jellystone Parks
reported total revenues of $73.7 million in
2012, a 10% jump over 2011 figures. Average
2012 revenue per park was $953,533, a 7%
increase over the previous year.

“We’re obviously very pleased with the
direction we’re going and with the revenue
gains we’ve achieved, particularly given the
relative weakness of the national economy
in recent years,” said Rob Schutter, LSI
president and COO.

Systemwide, LSI has 17,137 campsites,
including 12,276 traditional campsites, 2,995
seasonal sites and 1,886 rental units.

But while traditional campsites make up
74% of LSI’s campsites, they only generate
36% of the Jellystone Park revenue. Other
key sources of revenue growth include in-
come from rental units (27%), campground
stores and ancillary revenues from camp
stores and activities (26%) and seasonal
campsites (11%).

LSI has also beefed up its franchisee
support with a new mobile website at
www.campjellystone.mobi; a new Twitter
account at twitter.com/campjellystone;
national discount programs, as well as a
free online hospitality training program de-
signed to help franchisees train park staff.
Additional training programs are also
being incorporated into spring and fall
meetings. WCM

Paul Bambei

2,300 Coach Owners Wrap Up Successful
50th Anniversary FMCA Rally in Gillette

RMS Front Desk – continued on page 22

Jon Swansondrove from his Colorado home
to the Family Motor Coach Association’s
(FMCA) Family Reunion and Motorhome Show-
case in Gillette, Wyo., June 19-22 to serve as
“wagon master” for a 22-coach post-rally tour
of historic Wyoming sites on behalf of Fantasy
RV Tours and the FMCA Tour Connection.

John Lingafelter came from Cleveland to
show his legendary Flxible coach — the kind
of sleek and iconic bus conversion that dates
back to the early 1950s and has always been
featured in FMCA’s “goose egg” logo.

And retirees Scott and Lynne Fife showed
up in their 2010 Tiffin Allegro Red Class A to
check out their first big national FMCA rally 
at the CAM-PLEX Multi-Events Facilities in
Gillette. 

They’re all among the reasons why FMCA’s
50th anniversary birthday bash at the 1,100-acre

CAM-PLEX was widely considered a watershed
event for FMCA, an 80,000-member organization
owned by its members and governed by elected
representatives with a paid staff at its suburban
Cincinnati headquarters.

“It was a great event,” FMCA Executive Di-
rector Jerry Yeatts told Woodall’s Campground
Management shortly after the rally’s closing.
“We had nearly 2,300 family members in atten-
dance and we had the best number of display
coaches that we’ve had in a long time, and I
think we had some record sales as far as our
indoor exhibitors are concerned.”

FMCA loyalists, for the record, actually
started getting together in the summer of 1963
and the first annual meeting took place at Fort
Ticonderoga in upstate New York in the sum-
mer of 1964 with 106 “member families” in at-
tendance. – Sherman Goldenberg WCM
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PRVCA Hershey Show Nearing ‘Sold Out’ Status

tually converted one area that we
haven’t used in the manufacturers’
space to try to accommodate some
more manufacturers.”

The good news, in a nutshell, from
PRVCA:

• Through the end of June, the Her-
shey Show’s sold space totaled 817,120
net square feet versus 745,127 net
square feet in 2012.

• The show’s total square footage as
of mid-June: 1.54 million gross square
feet.

• Outdoor manufacturer space is up
18% for this year’s show and the num-
ber of displays has increased by about
50 booths.

• The sold-out Giant Center is
scheduled to house 238 booths. “Inside
the Giant Center, the arena downstairs
is sold out and then there is the upstairs
mezzanine, Saltzgiver told Woodall’s
Campground Management. “We are sold
out all around there for retail days for

NEWS
BRIEFS

The RV industry is celebrating a decision
from the Commonwealth Court of Pennsylva-
nia that supports a campground’s right to
place park trailers on its property.

The ruling affirmed that the Dingman
Township highway permit provision in the
Subdivision and Land Development Ordi-
nance is invalid.

According to a news release from the
Pennsylvania RV and Camping Association
(PRVCA), the state association and the
Recreation Vehicle Industry Association
(RVIA) jointly filed an amicus brief in support
of appellee, Lake Adventure Community 
Association Inc.

“This collaboration is an example of in-
dustry unity at its finest,” PRVCA Executive
Vice President Rebecca Lenington stated.
“We would like to send a special thank you
to McNees Wallace and Nurick, as well as
Tammy Lee Clause, Esq., for their diligent ef-
fort during this process.”

“I am very pleased with the outcome of
the appeal,” John Soard, general manager
of Fairmont Park Trailers and member of the
RV Industry Association (RVIA) Park Trailer
Committee said. “The process has been a

long fought battle for the past 2-3 years.”
The provision in question amended the

definition of a recreational vehicle to one
“that does not require a special highway
moving permit when transported” and “a ve-
hicular unit, mounted on wheels, of such size
or weight as not to require special highway
moving permits when drawn by motorized
vehicles (8.5 feet wide maximum).”

This change to the definition restricted
RV parks from having sites for park models.
Lake Adventure Community Association, the
property owner in this case, argued that RVs
with slide-outs are allowed on the property.
The slide-outs RVs are eight feet wide as
they travel over the roadway, but once
parked, and the slides are engaged, they are
12 feet wide — making the parked unit ba-
sically the same size as a park model. The
only different is the size of the unit when
being transported.

The Court of Common Pleas of Pike
County ordered the provision invalid. After an
appeal by the Dingman Township Board of
Supervisors, the Commonwealth Court of
Pennsylvania also affirmed that the ordi-
nance is invalid. WCM

Industry Applauds Park Trailer Victory in Pennsylvania Court

Traditional kickoff venue for the fall RV show season
boasts more than 1.5M square feet of space, with
manufacturer and vendor footage up by double-
digits vs. 2012. Association looks to top last year’s
record-setting ‘public day’ attendance.

The Hershey Show, officially known
as America’s Largest RV Show by the
sponsoring Pennsylvania RV &
Camping Association (PRVCA), has
become the kickoff venue for the RV in-
dustry to unveil its new-model-year
lines on a national scale to both a trade
and consumer audience. And this year’s
event — set for Sept 9-15 at the Giant
Center in Hershey, Pa. — should go a
long way toward reinforcing that repu-
tation.

“The show is doing as good as it’s
ever done in the sense of we’re virtually
sold out for vendor space inside and we
created more area outside,” reported
Show Chairman Dan Saltzgiver, gen-
eral manager for Camping World of
Hanover (Pa.). “And then there's the
manufacturers’ space, which was all but
sold out at the show drawing going
back to the first week of May. Since
then, what little space we had, Becky
(Lenington, PRVCA executive direc-
tor) pretty much has it all sold. She ac- PRVCA Hershey – continued on page 6

Airstream Inc.                                      
American Coach
Augusta RV LLC                                
Champion/Athens Park Homes          
Classy Vehicle Specialties Inc.
Coach House Inc.                                
Columbia NorthwestInc./Aliner
Crossroads RV
Cruiser RV LLC                    
DRV Luxury Suites.
Dutch Park Homes Inc.
Dutchmen Mfg. Inc. 
Echo RV 
Evergreen Recreational Vehicles LLC
Fairmont Park Trailers
Fleetwood RV Inc.                                
Forest River                                           
Forks RV
Freightliner Custom Chassis
Grand Design RV
Great West Van Conversions Inc.
Gulf Stream Coach Inc.
Heartland RV
Jayco/Starcraft RV/Entegra Coach
Keystone RV Co.
Kropf Industries Inc.
KZ RV
Lance Camper Mfg. Corp.
Leisure Travel Vans/Triple E RV
Little Guy Worldwide LLC
New Horizons RV Corp.
Newmar Corp.
Nexus RV LLC
Open Range RV Co.
Peterson Industries
Phoenix USA Inc.
Pleasure Way Industries
Prime Time Mfg.
Recreation by Design
Renegade Coaches & Trailers/KIBBI Inc.
Riverside Travel Trailer Inc.
Roadtrek Motorhomes Inc.
Showhauler Trucks
Silvertop Mfg. Co. Inc.
Skyline Corp.
Thor Motor Coach Inc.
Tiffin Motorhomes
Trail Manor Mfg. Co.
Winnebago Industries Inc.
* As of July 30 WCM

2013 Hershey Show
Manufacturers

Enjoy America! Announces
Two New Member Parks

Enjoy America! has introduced two
new parks that have joined the dis-
count camping program.

Leisure Mountain in Tijeras, N.M.,
is just 10 minutes east of Albuquerque,
nestled next to the Cihola Natural For-
est with great views of the Sandia
Mountains. This resort offers many
amenities and offers 50% off the
nightly rate for up to a seven-night
stay. Please visit www.leisuremoun-
tain.com for more details.

Surfwood RV Campground in
Reedsport, Ore., is surrounded by 
fir trees in a peaceful setting, which 
is also close to many recreational 
locations such as riding the dunes,
hiking, fishing and boating. The camp-
ground is located within 5 miles of the
Oregon beaches. Visit www.surfwood-
campgroundrvreedsport.com for more
details.

For more information, visit
www.enjoy-america.net, click on the link
at the bottom of the page “Become an af-
filiated park” and view the details. WCM

ELS Reports Increase in 2Q FFO, In-
come: Chicago-based Equity LifeStyle
Properties Inc. (ELS) reported on July 23
that its second-quarter funds from opera-
tions (FFO) increased to $50.8 million,
from $47.8 million, in the prior year quar-
ter. Normalized FFO grew to $52.3 million,
from $47.8 million in the year-ago quarter.
Net income available for common stock-
holders surged to $17.9 million, from $2.1
million a year earlier. Revenues totaled
$176.75 million, higher than the $168.38
million last year. Analysts expected rev-
enues of $174.40 million. As of July 22,
ELS owned or had an interest in 383 prop-
erties in 32 states and British Columbia
consisting of 142,682 sites.

L.A. Group Adds 2 Parks: Los Angeles-
based Madison Real Estate Group has
expanded its service to include third-party
RV resort/mobile home park manage-
ment servicing the outdoor hospitality in-
dustry with the addition of the Lakeshore
Villa RV Park and the Frenchmen Damn
Trailer Park, both located in Northern Cal-
ifornia. The Lakeshore Villa RV Park offers
92 spaces on over 6½ acres with two
walking trails that lead from the park to the
water’s edge at Doney Bay. The French-
man Damn Trailer Park offers 20 spaces
and is within close proximity to popular
Plumas National Forest.

N.C. Resort Has New Developer: Blue
Ridge Mountains Motorcoach Resort
Property Owners Association and Moun-
tain Falls Partners LLC signed the land
transfer agreement for Mountain Falls
Luxury Motorcoach Resort located near
Lake Toxaway, N.C. The Atlanta-based
luxury residential and resort developer,
The Peachtree Group, will develop the
Ridge at Mountain Falls consisting of 85
lots, the clubhouse and amenities. These
amenities will be shared with the existing
neighborhood of 144 lots, formerly Blue
Ridge Mountains Motorcoach Resort, for
a combined Mountain Falls membership
of 229 property owners.

Jellystone Parks are Partners with Gen-
eral RV: Jellystone Park Camp-Resorts is
now offering one free night of camping to
anyone who purchases a towable or mo-
torized RV from General RV through Nov.
30. Customers who purchase an RV from
any of General RV’s 10 locations between
now and Nov. 30 will receive 6,000 Club
Yogi Rewards points, according to the
company. General RV customers who are
not already Club Yogi members will be di-
rected to www.jellystonerewards.com,
where they can enroll in the program and
enter a unique code that enables them to
collect their Club Yogi Rewards Points.
General RV customers will have until Dec.
31 to either redeem the points for a Tier E
Free Night Certificate or enroll in the Club
Yogi Rewards program so they can save
the points for later use.

FRVTA Board Adds 11 to Scholarship
Program: The Florida RV Trade Associa-
tion's (FRVTA) board, during its July meet-
ing, added 11 new students to the FRVTA
Scholarship. The move brings the total
number of students on the scholarship
program to 26 full-time and three part-time
students. The FRVTA Scholarship began
in the fall of 1990 and since that time more
than 100 students have received an under-
graduate degree with the aid of the schol-
arship. The scholarship pays students
$500 per semester or up to $1,000 per year
for a total of $4,000 per student. Students
must attend an in-state college and must
maintain a 3.0 grade point average. WCM
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sure. And we’re working to get it sold
for wholesale days as well. We sell
some of that space twice. If someone is
only coming for retail, then we resell it
for wholesale.”

Attendance Goal
PRVCA, in turn, wants to top 2012’s

record-breaking, public-day attendance
of 43,131, a 29% uptick from 2011.
And it wants to surpass the 2,022 atten-
dees registered on last year’s trade days,
a 12.77% from 2011.  “Even though it
doesn’t appear that way, we’ve been in-
creasing the wholesale number of deal-
ers each year,” said Saltzgiver. “So,
while that’s not the size yet that we’d
like to see it, we’re being told by the
manufacturers that it’s still important to
them.”

That said, PRVCA won’t be attempt-
ing to return the show’s square footage
to its all-time, pre-recessionary high be-
cause the association has decided not
to try to expand beyond the eastside
foot bridge to the adjacent Giant Center
parking lots, a configuration that just
didn’t seem to work for everybody. “I
don’t know if we’ll ever get over that
(modern high point) as long as the
show committee agrees with me that
we shouldn’t go across the road again,”
said Saltzgiver.

“That just created a lot of problems
for the manufacturers on that side, as
well as customers going over to that
side,” added Saltzgiver. “It’s one of the
things on which we made a decision as
a group. Things could change. But
right now we’re deciding not to use
that side so that it’s better for our retail
customer coming in as well as the
manufacturers and suppliers that ex-
hibit at that show.”

Meanwhile, PRVCA is adding some
new thought-provoking trade day ses-
sions: Lippert Components Inc. and
Gary Motley, a master certified RV
maintenance technician representing
Motley RV Repair, Oklahoma City,
Okla., will be presenting a full-day
training clinic, qualifying attendees for
six recertification hours. David Gorin,
an RV park owner, consultant and

PRVCA Hershey—from page 4

Manufacturers of Quality Recreation FUNniture

www.ParkEquipment.com
1-800-376-7897

2061 Sulphur Springs Rd

Morristown, TN 37813

founder of Best Parks of America, will
present a seminar on “RV Park Trends.”
And consultant Chuck Marzahn will
present a Parts Manager Clinic.

Among the participating park model
manufacturers:

• Champion/Athens Park Homes
sees the 2013 Hershey show as the cul-
mination of a great year and the kickoff
to the 2014 season, said Dick Grymon-
prez, director of park model sales for
Champion Homes. “We look forward
to the Pennsylvania show,” he noted.
The company is building park models
from eight plants across the U.S. and
the two units it’s showing at Hershey —
one from the Rental Cottage Series and
the other from the traditional Royal Se-
ries — are being built in Champion’s
plant in Sangerfield, N.Y.

• Larry Weaver, sales manager at
Dutch Park Homes, Goshen, Ind., is
also excited about this year’s Hershey
Show, where a new Dutch Park Homes
dealer, Ken Asel RV of Gerry, N.Y., will
be showing the company’s Monterey
and Sterling 12-wides and 8 ½-wide
Classic. Dutch Park Homes has been
coming to the Pennsylvania Show every
year since 1980 and the 2012 show was
one of its best, with 11 sales recorded,
Weaver added.

• Recreation by Design, a 25-year-
year-old Elkhart, Ind.-based specialty
vehicle manufacturer now aiming di-
rectly at RV dealers, will take two units
to Hershey, a 48-foot fifth-wheel from
its Baypoint Signature Series, and a 44-
foot, two-bedroom Baypoint destina-
tion trailer, reported Terry Hiser, sales
director for dealer development. 

• Elkhart-based Skyline Corp.,
which has made major market penetra-
tion in the past two years in park model
production, will be showing four 12-
wides at Hershey — three units from its
Shore Park Homes series and one from
its Stone Harbor series.

“We’re looking forward to all the
shows this fall – in Hershey, the
Elkhart Open House and in
Louisville,” said Terry Decio, vice
president of sales and marketing.
“We’ve positioned our park models in
a great place and we’re looking to con-
tinue to add to that.” WCM

Social Activities Key at Gulf Coast’s
Adult-Oriented  Ja-Mar Travel Parks

Operating RV parks comes quite naturally
to Lonnie Miller, founder of Ja-Mar Travel
Parks in Port Richey, Fla. Before Miller
founded the first of his two current locations
in 1975, he helped run four other parks with
his father, Jay Miller, in Largo, Fla.

In fact, Miller reported, the origin of Ja-
Mar Travel Parks’ unique moniker stems from
his parents’ names: Jay and Marge.

To this day, the business remains family
owned and operated with the help of Miller’s
nine children, while day-to-day management
is handled by Lonnie’s son, Caleb Miller,
manager of both parks for the past 13 years.
And the parks’ appeal hasn’t changed all that
much over the years.

“If you like being around nice people and
you enjoy having fun with others, then you
will love staying at Ja-Mar Travel Park,” said
Lonnie Miller, who initially saw the potential
for growth and the need for an RV park in
such an optimal location.

The two Ja-Mar Travel Parks, situated
within blocks of each other just north of
Tampa near Florida’s Gulf Coast, thrive on
their convenient geography — less than two
miles from the ocean and near many popular
attractions such as Busch Gardens Theme
Park, The Florida Aquarium, Tampa’s Lowry
Park Zoo, and Ripley’s Believe It or Not! Mu-
seum.

Working alongside his uncle, architect
Bernie Miller, Lonnie Miller built both facili-

ties from the ground up. When the original
park began seeing high traffic and growth, he
opened the second in 1987 less than a half-
mile north of the original business. Currently,
both adult (over 55) travel parks welcome
year-round and seasonal guests, with the
original park to the south consisting of 396
full-hookup spaces, 380 of which are ex-
tended stay sites.

The Ja-Mar North location houses 353
full-hookup spaces, mostly extended stay,
with 8- to 10-foot by 32-foot cement patios
and blacktop driveways. Both offer the basics
like Wi-Fi, laundry facilities, pavilions and
heated pools.

Perhaps setting Ja-Mar apart from most
parks in the region, however, is its focus on
social activities — as many as 15 per day —
that have become a major attraction for travel
park guests. The events, some outdoor and
some in Ja-Mar’s fully equipped recreation
centers, are organized by a volunteer com-
mittee of residents and include everything
from shuffleboard to horseshoes, pickleball,
water aerobics, fishing, Bible studies, art
classes, bowling, quilting, yoga, pizza nights,
line dancing and Bingo.

Gulfview Grace Brethren Church, founded
by the Miller family more than 30 years ago,
is also practically on-site, located immedi-
ately adjacent to the parks.

Affordability is another consistent focus
for Ja-Mar Travel Parks. Daily rates range
from $33 to $42, weekly from $201 to $231,
monthly from $565 to $630, and seasonal (Nov.
1 through May 1) from $2,544 to $2,736. Miller
has also recently implemented a guaranteed,
lifetime fixed fee for residents purchasing
park models at either Ja-Mar location.

Another apparent key ingredient to
longevity of this family-owned business,
we’re told, is a warm atmosphere that lends
itself to exceptional guest service and per-
sonal attention. “Everyone who works in the
park, lives in the park,” six-year office man-
ager Starla Witmer told Woodall’s Camp-
ground Management. “The owners take
great pride in the parks and are here every
day. Guests can talk with them directly.” —
Dannie Bova   WCM

www.tranzon.com
www.tranzon.com
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INSITES

David 
Gorin

Survey Results
In June, I surveyed state campground

associations to find out how many new
parks have come online between 2003
and 2008, and since 2008. Eighteen states
responded to the survey and the results
are interesting. And this period included
the peak years of new RV sales culminat-
ing in 2006 with a 25-year record of
390,000 sales.

Between 2003 and 2008:
• One state indicated that three new

parks were built, opened and are operat-
ing during that period.

• Six states indicated that they could lo-
cate just two new parks during that period.

• Eleven states reported either zero or
one new park.

Since 2008, the picture is pretty much
the same except that only one state re-
ported two parks and the others reported
either zero or one. Now, again, remember
that this period included the recession
years where RV sales plummeted to the
165,000-level, the financial markets
busted and funding for construction gen-
erally dried up.

Why so little new park construction
prior to the recession and post-recession?

I think the answer lies in what RV park
owners consider to be the extreme risk
that lies in new construction and business
development. Park owners (and many
other business people) want immediate
cash flow to cover loans and generate im-
mediate NOI. They are unwilling to take
the risk associated with development and
opening of a new business and potential
for larger profits or bankruptcy. Develop-
ment requires zoning and permitting, site
planning, construction budgeting and
funding and a business plan based on
opening a successful new business that
will develop revenue sufficient to pay
back the construction loans, carry a mort-
gage going forward and develop a stable
and superior income within a reasonable

period of time. And provide an opportu-
nity to refinance in a reasonable period of
time so the investors can recover their in-
vestment.

Prior to the recession, the best new
parks that came into the market came in
as condominium resorts, where sites
could be sold for prices high enough to
pay back loans as sales were made and
where the immediate income was suffi-
cient to allow the park to be built to a high
standard that surpassed almost anything
on the open to the public market.

The biggest players in the park busi-
ness — Equity Lifestyle Properties (En-
core or ELS), Carefree RV Resorts, KOA
and Sun Communities, for example —
grow their business by acquiring existing
parks. Not one of these companies has in-
troduced innovation and new products
into the industry in the form of new parks
built to a modern standard. They tend to
buy, Band-Aid, raise rents and occupancy,
refinance and repeat the process — more
Band-Aids, higher rents and occupancy,
etc.

Given the successes of these compa-
nies, it’s certainly hard to take issue with
their model.

In the survey noted above, I asked
what were the primary obstacles to build-
ing a new park. The responses were pretty
much as expected. Access to funding was
mentioned more frequently than any
other reason. This was followed by regu-
latory issues, especially water and waste
water concerns, and the length of time to
gain regulatory approval for a project.

Industry Needs to
Address These Issues

As an industry, I think several issues
need to be addressed.

• First, can we agree that the park in-
dustry needs new product in the form of
new, modern RV parks and campgrounds
that can attract the new, younger outdoor
enthusiasts, new RV owners, families and
empty nesters?

• Second, there is a need for very clear
and accurate operational and cost of doing
business data on which sound business
plans can be built that will provide devel-
opers and bankers with reliable informa-
tion on which to base decisions.

• Third, we need a business model that
allows a new park to develop sufficient
revenue and profits to make building a
new campground as attractive as building
a new hotel. Campgrounds require con-
siderably lower investment to develop —
let’s say 50% less. So if site fees are set at
50% of nearby mid-range newer hotel
fees, and if occupancy can be built to ap-
proach hotel levels (60% or so), develop-
ing and operating a new park could be a
feasible business idea.

• Fourth, how can the industry help
control construction costs? This seems to
be the most risky park of building a new
park — uncertainty of bringing the proj-
ect in on time and on budget. The best
way to achieve this is to attract experi-
enced developers to developing parks.

The job of a developer is to acquire land,
entitle the land for a particular purpose,
build the infrastructure and then perhaps
sell the entitled, developed land to a
builder/operator, or to build out the project
for an operator who agrees to either buy or
lease the new park without the develop-
ment risk — a build-to-suit model similar

Just about every industry, product or
service I can think of — from the mun-
dane, like breakfast cereals, to the most
sophisticated technology products like
mobile phones and tablet computers —
go through regular innovation and new-
product introductions, from brand new
products to a “new and improved” version
of their reliable long-term products.

The RV industry thrives on introducing
new products ranging from totally new RV
models to new and improved versions of
old reliable rigs that have sold well for
years.  The recent recession sparked inno-
vation among RV manufacturers to make
their product lines more in sync with the
new market emerging from the ashes of
the recession.  Smaller RVs. Lighter RVs.
New floorplans. Island kitchen counters.
A renewed emphasis on travel trailers. An
emphasis on rigs designed for long-term
camping in a single location. Engines with
greater energy efficiency. And on and on.

For every RV manufacturer that fell
victim to the recession, a new one
emerged with new product for new times.

The RV industry lives in two worlds.
World One is the world where the manu-
facturers try to grow the market and get
more Americans to go camping and buy
RVs. Thus, we have Go RVing.

World Two is the world of innovation
that drives committed RVers to purchas-
ing new and improved rigs to meet new
needs and wants and to entice the RVers
to upgrade or buy that new rig with the
latest design, efficiency, floorplan, tech-
nology or whatever.

The key to product innovation is to
keep the rigs in sync with the various
markets and to keep consumers’ interest
in the newest and best. 

Savvy park owners and operators in the
campground and RV park business also
introduce new products each year to keep
and excite past guests to come back regu-
larly and to entice new guests by assuring
them that the resort is keeping up with
the times. New park products and services
— premium and upgraded sites, site food
service delivery, water play features of var-
ious kinds, new cabins, new and more en-
tertainment, golf cart and other rental
recreational amenities, new and enlarged
RV sites, introduction of accessible sites,
new and upgraded restrooms — are some
examples of new products and services
featured in many parks.

And, of course, in the RV industry and
in the park industry, new product often al-
lows increasing fees and prices.

One thing savvy business people also
realize is that innovation and new product
introductions always entail some level of
risk. Regardless of the innovation, there is
always a cost and there is always some un-
certainty of how the innovation will be re-
ceived in the market. Risk and innovation
go hand-in-hand. Risk can be minimized,
but every time something new is tried,
there is a risk associated with it. 

Risk and innovation, however, are what
keep industries alive and growing. If there
are no risk takers, there is little or no in-
novation and little if any growth.

In the park industry, the ultimate inno-
vation and risk is the development of a
new RV park. Totally new. Built on land
where none previously existed.

In my view, the RV park and camp-
ground business needs new RV park prod-
ucts. Not just older parks with new
restrooms or a new clubhouse, not one
upgraded with Band-Aids, water slides or
other adjustments. Brand new.

RV Park Industry Could Use Some 21st-Century New Products

InSites – continued on page 28

www.yourelectricalsolutions.net
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MODERN MARKETING

Not one to be satisfied with rank-and-
file lodging options when away from
home — say the Marriott or Hilton —
I’m a big fan of www.Airbnb.com, de-
scribed as “an online marketplace for va-
cation rentals that connects users with
property to rent with users looking to
rent the space.” By the way, “users with
property to rent” are both private indi-
viduals and businesses. I particularly like
Airbnb because of the interesting and
unique places offered and especially
enjoy browsing the “wish lists” —
themed collections of some of the most
interesting listings. (Find them by going
to www.Airbnb.com and scrolling down
to the bottom of the page. Look for the
“Travel” box on the left and click on “See
popular listings”.) 

These wish lists are curated by both
Airbnb and site users and have catchy
names such as Trading Chores for S’mores,
I Love Glamping, It Yurts So Good and
Trees and Zzz’s, to name some that effec-
tively tie in with our sector of hospitality.

After perusing the wish lists and with
interest in fun and functional lodging
making my mind run wild with possibil-
ities, I took the next logical step. I
Googled “unique accommodations” ex-
pecting to be tempted with an array of
must-visit outdoor hospitality properties.
Boy, was I underwhelmed by the search
results. Instead of oodles of listings tout-
ing yurts and tipis, solar cabins, boatels,
Airstream alleys, Holiday Huts and more,
only one result representing our industry
appeared on the first page, KOA, and
kudos to them.

I decided to qualify my search a bit so
I modified my search term to “unique
camping accommodations” and this time
the results were primarily individual
KOA parks interspersed with state-visi-
tor-center links. After some minor dig-
ging, I came across a link for a
Camp-California press release titled
Unique Accommodations Available at
Campgrounds. The release’s opening
teaser talked about a park that offers
overnight stays in covered wagons
arranged in a circle around a campfire
and quoted one enthusiastic guest raving
that “the experience was off the charts.”
Combined with the unique lodging, the
park also offers activities that provide
guests with an overall dude ranch vaca-
tion during their campground stay.

This guest didn’t just go camping. He
and his Cub Scout troops had an experi-
ence. And today, in the highly competi-
tive vacation market, experiences are
what sell. But it doesn’t begin when the
guest arrives at your park. Instead, in the
wild world of the web and 24/7 research,
purchasing decisions are based upon ex-
pectations you and others online set
when vacation planning commences.

What experiences do
you have to offer?

Whether you run a rustic camp-

ground or a themed resort, you have
something special to offer your target
market. Is it a back-to-nature, family
park that offers an outdoor experience
and nightly campfires and s’mores? Do
you specialize in fancy tents that might
even be looked upon as glamping units?
Have you got a group of glammed up
Airstream rentals or Holiday Huts that
offer something out of the ordinary?

No matter what you have to offer, if you
don’t make the features and benefits of
your unique “experiences” obvious, folks
won’t read between the lines. Easier said

Evanne 
Schmarder

Got Something Special at Your Campground? Then Flaunt it!
than done? Not really. Start by brainstorm-
ing what’s special about your lodging ex-
periences and make a no-holds-barred list.
Using your findings, I’d suggest reviewing
and tweaking your website with the goal
of appearing higher up and more fre-
quently in the search engines.

Some ideas:
• Keywords and Search Engine Opti-

mization: One of the things that makes
KOA so successful in the “unique ac-
commodations” search results is the con-
sistent and targeted use of keywords and
phrases.

Pare down your brainstorming list to
no more than 20 words or phrases that
best describe what you are selling. Work-
ing with your webmaster or digital 
marketing specialist, create a keyword/
phrase universe using one of the many
keyword tools available online.

Review the content of your website
with a keen eye toward your keywords/
phrases. Does your website call special at-
tention to the lodging experiences you
offer? If not, do you expect site visitors
to search or might they simply leave and

Modern Marketing – continued on page 22

www.evergreenusa.com
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ON CAMPGROUNDS

It took Charity and Kane Shelton
nearly three years to get the permits needed
to build Greystone RV Park in Pinnacle,
N.C., a 10-site campground that opened in
September 2012 at the base of Pilot Moun-
tain.

“Getting those together was the hardest
thing to do, and it required a lot of money
up front,” Charity Shelton said. “This is the
first RV park in the county, so it was new
to them as well.”

Ten months after its opening, the park
is still in the development stage — al-
though a Grand Opening in late June saw
the small campground full. “We are planning to expand in the fall,”

she said. “They are still monitoring some
of our water usage, and hopefully after
that, we’ll be able to proceed.”

Currently, each site has 20/30/50-amp
electric service, a picnic area and stone fire
pit overlooking a pond stocked with large
mouth bass and bluegill. There also is a
modern communal bathhouse.

All of the park’s pull-through sites on
concrete pads have a view of Pilot Moun-
tain. “The beauty of the mountain is the
reason we chose to build an RV park,” she
said.

Besides expanding to 30 sites, the Shel-
tons, who live on the property in a log
home, intend eventually to add a club-
house and covered community picnic area.

Greystone sits on 22 acres a half-mile off
the I-74 entrance to Pilot Knob State Park,
which features a number of hiking trails,
and several horse farms nearby offer trail
rides.

The campground also is 10 minutes

from the town of Mount Airy, where the
late-actor Andy Griffith was born and on
which the fictional TV town of Mayberry
was based during “The Andy Griffith
Show” and “Mayberry RFD.”

“That draws a lot of people to the area,”
Shelton said. “They’ve even got a barber-
shop named ‘Floyd’s.’”

Greystone is a side project for the cou-
ple. Kane operates an undergrowth man-
agement service and Charity is a first-grade
teacher, although she hopes to leave the
profession eventually and manage the park
full time. Right now, a neighbor helps the
couple run the park.

The park has become a family affair
with the couple’s daughter, Kathryn, 9, and
son, Johnathan, 7, helping out. “They help
pick up around the park and anytime peo-
ple come in with children, they think it’s
their job to keep them occupied,” Charity
Shelton said.

Although open less than a year, the
Sheltons’ park already has gained a local

reputation. “Business has been steady,” she
said. “We’re getting mostly weekend traffic;
a lot of local people have been coming in
to spend a couple of days.  The biggest
thing is we’ve had a couple of families
come back two and three times already.”

Although the couple doesn’t yet RV,
that’s among the items on the Sheltons’
“bucket list.” “Eventually, we want to buy
a motorhome and visit as many of the 50
states as possible,” she said.

* * * * *
One of the largest campgrounds in In-

diana, Circle B Campground in Angola,
is experiencing a much better year this
summer than last year when the drought-
stricken Hoosier State imposed a
statewide fire ban.

“Last year, we had to shoot off our fire-
works over Labor Day after the drought
had broken,” said Sheree Behrendsen,
assistant manager of the 370-site park
40 miles north of Fort Wayne.

The park was full the second weekend
in July, in part because of Balloon Aloft, a
hot-air balloon festival at the regional Tri-
State Airport that was expected to draw
10,000 people in its third year.

“That brings people in for a huge
weekend,” Behrendsen said.

Despite what she described as a fear of
heights, Behrendsen contemplated crew-
ing one of the balloons this year.

Located on 146-acre Hogback Lake,
one of six fishing lakes in a chain along
the Pigeon River, Circle B has a private
beach and rents canoes, kayaks, rowboats
and pontoons, and features an extensive
camp store complete with groceries.

“People don’t even leave to go to town
if they don’t want to,” Behrendsen said.

The park was built in the 1960s by the
current owner, Dave Benson, and his par-
ents, Bill and Imogene Benson.

Approximately half of the year-round
park is occupied by seasonal campers dur-
ing the warmer months.

In addition to the RV sites, the park has
four rustic cabins, three deluxe cabins
with full kitchens and three lodges with
bedrooms and lofts. “Weekends, they are
occupied a lot,” Behrendsen reported.

* * * * *
In Oregon’s high desert, temperatures by

mid-July already had hit a high of 110 de-
grees at Stage Gulch RV Park in Stanfield.

“It’s been very hot,” said Denise Kirk,
manager of the 42-site park 25 miles
northwest of Pendleton.

Nonetheless, the park is in the middle
of its high season. “Business has been
pretty good,” she said. “On the holidays
we are normally full, and even now, we’ve
been busy.”

Boasting 23 seasonal residents, the
park, during early spring and late fall, is a
way station for snowbirds. “People stay
here while they head south in the fall and
go back home in the spring,” she said.
“And then there are RVers who are travel-
ing through on vacation.”

Although in the desert, the park is par-
tially wooded, which provides shade to
cool things off, she noted.

Particular draws for the park are local
roundups and rodeos during late summer.

Bob Ashley is a veteran newspaper writer
based in central Indiana who specializes in cov-
erage of the RV and campground industries. He
received the 2013 “Distinguished Service in RV
Journalism” award from the Recreation Vehicle
Industry Association (RVIA). WCM

Reports from 
the field: 

Bob Ashley

Kane and Charity Shelton (center) cut and hold the ribbon to commemorate the grand opening of
their Greystone Campground. Daughter Kathryn (left) and son Johnathan help to hold the ribbon.

Alan and Mary Burrus, members of the Colo-
nial Campers group, during stay at Greystone
Campground. Mary is the president of the NC
Family Campers and RVers organization. Pilot
Mountain is visible in the background.

10-Site Greystone RV Park is a First for This North Carolina County

www.bookyoursite.com
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GUEST VIEW

What RV park, campground or out-
door recreation facility would not enjoy
a 10% to 30% growth in revenues year-
over-year? Our organization, RVing Ac-
cessibility Group (RVAG), is a 501(c) 3
charitable nonprofit showing the out-
door recreation and hospitality industry
how to do just that. And we do it
through personal experience, example,
education and training.

It’s not complicated. Depending on
the investment, using tax incentives, the
improvement can often times pay for it-
self in just the first year or less. If you
could invest $5,000 in your business and
could get a 100% return on your invest-
ment in just 12 months, would you
make the investment?

Background
It all started with a vision of publish-

ing resource information for the disabled
community who had the desire to expe-
rience the great outdoors, but not the en-
vironment to do so. Having been a
person with permanent disabilities try-
ing to enjoy the RV/camping experience
and blessed with a loving and caregiving
wife, I sought out to put together a board
of directors with caregiving and/or dis-
abling experience — and use my per-
sonal experience and professional
accessibility training to help others who
are where I have been, and educate the
outdoor recreation industry on how ac-
commodating this segment of the market
can be extremely rewarding, both finan-

cially and spiritually.
A few months ago, I was asked by the

ARVC Virginia Campground Associa-
tion (VCA) to speak at their annual meet-
ing, and speak to the members about
accessibility and how to reach a mostly
untapped market. Their executive direc-
tor, David Gorin, contacted me and we
set a plan in motion.

Due to Superstorm Sandy last fall,
many fall campground annual meetings
were delayed until this spring. The
turnout for the VCA meeting was excel-
lent, with many leaving the seminar
wanting to know more than could be
shared in a 90-minute presentation. The
membership was very accommodating
and eager to learn more about the ADA
and the impact on their parks, both pros
and cons. The end in mind was to help
them understand how they can grow
their businesses in ways they may never
have considered. With one in five Amer-
icans having at least one disability —
and nearly half of those with a physical
or developmental disability — wheel-
chair use is very common. So is access if
they plan to enjoy the great outdoor ex-
perience, spending their discretionary
income with merchants that provide
freedom and independence that comes
with full access.

As a wheelchair user during my child-
hood, I refused to ask for help as long as
I could crawl or scoot. Later in life, I re-
fused to ask for help as long as I had a
wheelchair or scooter and an environ-
ment conducive of using mobility de-
vices. 

As Americans, our freedom and inde-
pendence are vital to our existence. It is
no different for one with a disability. Per-
sons with a disability are not handi-
capped. The handicap is the environment
not conducive to independence for the
person with a disability.

Examples
Bill Small, owner of Small Country

Campground in Louisa, Va., commis-
sioned RVAG to perform an accessibility
assessment to help determine how to
transition into an ADA compliant camp-
ground. Small, who engaged in creating
a more accessible environment for his
customers, received accolades from a few
wheelchair users who were camping for
the Memorial Day weekend. Comments
included “fantastic,” “great awareness,”
“ease of access” and, most importantly,
“we will be back with family and friends
on future camping trips.”

Phil Upton, owner of Trav-L-Park
in Virginia Beach, Va., requested an as-
sessment so he can better accommodate
all of his customers, and provide a uni-
versal environment useful to all persons
who frequent his campground.

While many campground owners
have purchased pool lifts, many have
overlooked providing an outdoor recre-
ation access route to the pool. Having a
pool lift for the sake of having a pool lift
is of no benefit to the public who needs
such assistance when there is no firm
and stable access route to get to the pool
gate. Nor is the lift or access route of any
benefit if the gate latch cannot be ac-
cessed properly or the gate wide enough
to allow a chair user proper access.

It is necessary to understand the
needs of your customers with disabilities
and, just as important, the standards in
place to accommodate those customers
— and do so effectively. The ADA of
1990 has been around for 23 years, and
if you are a Title II entity, the ABA (Ar-
chitectural Barriers Act) of 1968 has
been around for 45 years. So, it is not a
matter of time, but more so a matter of
education, planning and budgeting.
There are tax incentives to help busi-
nesses overcome the hurdle of budget is-

sues. We discuss this on our website,
www.rvingaccessibility.org.

The outdoor recreation and hospital-
ity industry is once again experiencing
significant growth. Along with growth,
come increased risk/reward factors. The
disabled population is growing, as well
as is the aging population. There are
many RVers who are getting up in age,
and although they may not have a dis-
ability, they just are not as mobile as in
years past. There are the Baby Boomers,
retiring and choosing to see the U.S. by
RV. And then there are our military men
and women who have returned, and
continue to return, from fighting for our
freedom, with visible and invisible dis-
abilities, who would gladly spend a
weekend camping with family and
friends. The Great Outdoors provides a
therapeutic environment that cannot be
duplicated indoors. While our military
has fought for our freedom, there is
nothing greater that we, as a nation, can
do for them than to provide the freedom
and independence they deserve, just as
any American. And it starts with the out-
door recreation environment.

When camping with disabilities
comes up in a conversation, how would
you like your campground reviewed?

Mark Douglass is president and CEO of
RVing Accessibility Group Inc., a 501(c) 3
educational non-profit organization based
in Pagosa Springs, Colo. You can reach him
at (970) 903-7442 or at P.O. Box 5577,
Pagosa Springs, CO  81147-5577. WCM

Mark
Douglass

RVAG Raises Parks’ Awareness of the Needs of the Disabled

The Recreation Vehicle Industry As-
sociation (RVIA) has announced that
Kampgrounds of America Inc. (KOA)
will sponsor the mock campground en-
trance at the 61st Annual California RV
Show and that KOA CEO Jim Rogers
will be a featured speaker at the event.

The mock campground was very pop-
ular with attendees and guests after
being unveiled as the main entry point at
last year’s show. Show attendees walk
through the exhibit to see RVs in a camp-
ground setting before moving on to the
main exhibition areas, according to a
news release.

This year’s mock campground will
cover 15,000 square feet of exhibit space
and feature 10 RV products, including
Class A motorhomes from Fleetwood RV,
Tiffin Motor Homes, Winnebago Indus-
tries and Thor Motor Coach. Pleasure-
Way will provide a Class B motorhome,
while Columbia Northwest will set up
two folding camping trailers.

KOA will also have one of its Deluxe
Cabins, built by Cavco Industries, on
display for attendees to visit. 

The 61st Annual California RV Show
will take place at The Fairplex in
Pomona, Calif., from Oct. 11 – 20. WCM

KOA to Sponsor Mock Campground
at California RV Show Oct. 11-20

www.campgroundmanager.com
www.minigolfinc.com
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A hint of yesteryear is beginning to take shape in the
unique “Airstream Alley” at Flying Flags RV Resort & Camp-
ground, an upscale resort located along California’s Central
Coast near Solvang and Buellton, north of Santa Barbara.

The first vintage Airstream travel trailer, a 1964 Safari, is
open and available for bookings and was soon joined by a
second vintage trailer, a 1971 Sovereign Land Giant. They’re
going in to the heart of the resort, close to all the special
amenities that appeal to campers.

When complete, “Airstream Alley” will be comprised of
six vintage Airstream trailers situated along a pathway land-
scaped to match the period. Each awning will be striped a
different color to differentiate the units.

“It will be like walking thru the ’50s and ’60s when you
walk through that area,” predicted Dan Baumann, general
manager of Flying Flags, which is managed by Horizon
RV Resorts.

Several RV parks around the country are adding
Airstreams to their rental inventory, but none to the extent
of Flying Flags which hopes to add as many as 20 of the
iconic brand in the next year or so.

These totally renovated “silver bullets,” built nearly a
half-century ago, provide a unique camping experience to
those who harken back to an earlier era of camping but still
prefer modern amenities, explained Baumann.

The resort’s owners are buying vintage Airstreams as
they come available on the open market, Baumann noted.
The purchases represent ‘a significant investment” for the
owners, he added.

A special design team is restoring the units with modern-
day amenities such as mosaic tile, stainless-steel 
kitchen fixtures, flat-screen TVs, microwave ovens and air
conditioners.

No two will be alike.
“All will be slightly different. Some will have queen beds,

some will have split-style beds a la Lucy Ricardo (in the “I

Love Lucy” series) and some will have an integrated bunk
bed. All will give a different experience and give people an
opportunity to go the gamut with stripes, textures and bold
colors. All will be very nice,” Baumann said.

“Airstream Alley” is being designed with 1950s-style
landscaping, as well as a fire pit, outdoor furniture and globe
outdoor lighting.

After the first six go into the “Alley,” the remainder will
either be sited on the perimeter of the resort, away from all
the hustle-and-bustle for guests who want more quiet sur-
roundings, or can be integrated anywhere into the resort
upon request.

“We look to have them before the start of next season,”
he said.

The resort has been planning the Airstream component
for some time and put the word out that it wants to buy vin-
tage units. “We’re searching for them high and low, buying
them one at a time from individuals,” Baumann said.

Flying Flags gets good leads on available Airstreams
through the Vintage Trailer Bash it holds each fall. The third
annual event is coming up in September. Some 160 RVs from
the 1940s through the 1960s come together for the event,
with some of the participants being Airstream owners, 
he said. 

“We have made a lot of friends over the years with those
folks who have fixed up their rigs,” he noted. “We’re drawing
on those resources as well as others we have made over
the years.”

The introductory rate for these Airstreams ranges from
$140 to $220 a night, depending upon the time of year.

Flying Flag’s design team has not gone to Airstream Inc.
directly for guidance on the project but instead has called
on several firms in the West that specialize in restoring the
iconic trailers, Baumann said. 

The learning curve on restoring the Airstreams is “hu-
mongous,” he said. “As we complete one, the next one

will go faster.”
“When you buy parts, it’s not like walking down to a Ford

dealer and buying trim parts. Only a few guys out there know
what they’re doing and have parts available for us,” he said.

The resort’s owners feel that with the demographic that
patronizes Flying Flags and the nation’s nostalgia craze, the
investment will be worthwhile.

“The feedback thus far has been very good, Baumann
added. “We’re not doing this in a hokey style but with little
hints of nostalgia that will be integrated into a complete,
modern camping experience.”

For more information visit www.flyingflags.com. — Steve
Bibler   WCM

California Resort Creates Vintage ‘Airstream Alley’
As many as 20 of the iconic, renovated Airstream trail-
ers are planned for the upscale Flying Flags RV Resort
in Buellton. ‘We’re not doing this in a ‘hokey’ style
but with little hints of nostalgia that will be inte-
grated into a complete, modern camping experience,’
said Dan Baumann, general manager

A special design team is restoring the units while incorporat-
ing modern-day amenities such as mosaic tile, stainless-steel
kitchen fixtures, flat-screen TVs, microwave ovens and air
conditioners. No two will be alike.

The first two restored Airstream travel trailers are on-
site. General Manager Dan Baumann expects to add
as many as 20 of the iconic aluminum units to the park.
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Evolution of an Award-Winning Campground: Holly 
Shores Resort Owners Share Their Secrets to Success

When Dave and Maggy Robinson
walked onto the property of Holly Shores
Camping Resort in New Jersey as its
new owners in 1999, it could be kindly
described as a “fixer-upper.” Located mid-
way between Wildwood and Cape May on
the central New Jersey Atlantic Coast, the
campground had way too many sites

empty for the middle of what should have
been the busiest part of the season.

“When we first drove through, we
couldn’t believe so many sites were vacant
in July and August,” Maggy recalled. “It
was definitely not run to its potential.”

Yet during that drive, they saw not only
what it was, but also what it could be.
While there was a multitude of work
needed to whip the place into shape, the
Robinsons had to prioritize — and they
knew without deliberation what should
come first.

“We put in all new electric, cable,
whatever was required to make the park
safe and to give the campers the great
quality utilities they needed to enjoy their
stay,” explained Dave. “That was the first
thing we did, even before we started look-
ing at amenities or anything else.”

That was paired with massive pruning
of trees whose branches were so over-
grown that larger motorhomes couldn’t
pull into most sites without getting
scratched. They also made sure the sites
were level by going around with a map
after it rained and circling everywhere
they found puddles so they could fill in
the dips and put in proper drainage.

After bringing the sites and grounds up
to their new higher standards, what hap-
pened over the next decade-plus was an
explosion of initiatives that led Holly
Shores Camping Resort to garner acco-
lades and awards, including being named
Trailer Life Directory’s top-rated camp-
ground in New Jersey as well as the Na-
tional Association of RV Parks &
Campgrounds (ARVC) Large Park of the
Year award — twice in the last three years. 

Today, the campground has 300 sites,
the most basic of which have water, elec-
tric and cable, plus 28 rental units
(campers, cabins and park models).
Amenities include two pools and a hot
tub, game room, horseshoe pit, basketball
and shuffleboard courts, playground,
pavilion, bike paths and nature trails —
not to mention golf cart and kayak rental.
They hold nonstop activities with a differ-
ent theme every weekend and experiences
such as free pony rides and magic shows.

Evolution of An
Award-Winning Park

How did this all come about? It can be
broken down into a few basic ingredients.

Success Ingredient #1: The Robinsons
perpetually ask around for ideas — from
ARVC, other campgrounds, their staff and
even their customers. They’ve taken
campground staff to ARVC’s annual con-
vention every year since they bought
Holly Shores, utilizing ARVC’s seminars
and training videos (“That’s been invalu-
able,” Dave said) and conversing with
other campground owners for value-in-
creasing ideas, including putting gravel
down at every site with a cement pad for
a picnic table and putting in a dog park
and allowing pets in some cabins —
something they would never have done
had a fellow ARVC member not assuaged
their fears about pet damages and advised
them to simply charge a “shedding fee”
for overly-furry friends.

As to employee ideas, Maggy said each
one carries around a little notebook so
that when inspiration strikes — for exam-
ple, spotting a retail-store promotion that
would please Holly Shores customers —
they can write it down on the spot and
later submit it as part of their “wish lists,”
which she deeply enjoys reading.

“What would make this campground

better or your job easier? What’s some-
thing you’ve heard the customers want,
what’s something you want? Just give us
your ideas,” Maggy asks them. 

Ask, and ye shall receive: About 35 em-
ployees typically bring in close to 700 to
800 ideas. Those that aren’t utilized im-

mediately are stashed for a rainy day; if
reservations drop, she’ll pull them back
out and find a few to use for a promotion
to draw business.

Customer surveys, though, are treasure
troves for learning what their campers
want, from a repair at an individual camp-
site to expanded amenities. “Those survey
sheets tell you everything you need,” she
said. But they’re also critical for catching
wind of a dissatisfied customer and pro-
viding an opportunity to make it right.
“We require our employees to take on this
mission: correct any complaint, because
the customer pays our salary, that’s our
motto.” They read every customer survey
and take them to staff meetings, with fol-
low-up for quality assurance.

Success Ingredient #2: Expand what
you can offer through partnerships.

• Can’t afford an amenity? Borrow it. 
When the Robinsons first wanted to

add rental units, they could only afford

two cabins, but that didn’t stop them from
finding a way to provide more. “I went to
a local RV dealer we were working with
and he brought in six or seven trailers for
the summer, and we shared the income.
That’s how we got started with rentals,”
said Dave. They did the same thing with

washers and dryers in the beginning, and
again with golf carts and then kayaks.

• Landlocked with no access to water
activities? Create access. 

“We have a beautiful state-owned lake
right at the back of our campground, so
we put a nature trail in” between the re-
sort and the lake, Maggy related, and got
permission for kayak use there. Learning
their customers wanted better fishing,
they decided to make it happen in 2014.
“We want to stock the lake with fish next
year and we’re willing to pick up that tab
if the state gives us the OK.” In exchange
for all this access, the Holly Shores staff
cleans up the surrounding roads and per-
forms land maintenance around the lake.

• Daunted by the cost of putting in a
gym? Use somebody else’s. 

“We were contemplating putting in a
gym but it was expensive, so we partnered
with Miracle Fitness to offer our campers
free gym usage, and boy, is it taking off,”

Dave and Maggy Robinson, owners of Holly
Shores Camping Resort in New Jersey.

CAMPGROUNDPROFILE

One of the 300 campsites at Holly Shores Camping Resort in New Jersey.

Campers and their pets enjoy the dog park at Holly Shores Camping Resort.

A seasonal camping family enjoys their park model, one of 28 rental units at Holly Shores.
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Maggy said. “You can take zumba, yoga,
you name it, there must be at least 20
classes to choose from.” For Holly Shores,
it’s a bonus amenity; for Miracle Fitness,
it’s additional traffic and exposure, and
they’re all happy.

• No room to store boats? No problem. 
They worked out a deal for customers

to store their boats for $5 a day at a local
marina whose owner said they’d “love to
do it.” And by the way, the marina keeps
that whole $5, but Maggy doesn’t care
about that one bit. “I don’t need to make
anything out of it. Let that man make the

money. But guess what? It’s something my
campers want, and I’m working for them.”

The point Maggy and Dave say they
want to drive home here is that even if
owners don’t have the money or capability
for something customers want, they can
still find a workaround through mutually-
beneficial relationships with local busi-
nesses and attractions — and then talking
about it.

“There’s ways to make money and not
have to put all the money out in the be-
ginning,” explained Maggy. “What we’ve
tried to do is take advantage of what’s
around us and promote it.”

That point leads into Success Ingredi-
ent #3: Market to everyone, and do a lot
of it. 

At Holly Shores, there is no niche mar-
ket; everybody is a potential customer.
When asked about trends in camper de-
mographics, Maggy’s reply is: “It de-
pends.”

During prime summer family vacation
time, Holly Shores initiates a schedule
packed with family-oriented activities for
kids of all ages. When the kids go back to
school, the local convention center’s
events pick up, so special rates are offered
for attendees. Group campers wanting to
visit Atlantic City or go to a play or show
can get there through Holly Shores-coor-
dinated transportation. All printed mate-
rials and website information are available
in French in order to be French-Canadian
friendly, and there are always employees
on site who speak French or Spanish.

Essentially, Holly Shores creates and
controls its own demographic trends.

Whatever any group’s hot button is,
Maggy wants to push it. “We do newslet-
ters, we’re on Pinterest, Twitter, FaceBook
and Instagram, we’re on YouTube and
we’ve won awards there. We have a
brochure and it’s never the same look
from year to year; it should always be new
and interesting. Same with updating the
website.

“We do direct mail pieces to any of our
customer base, and when anyone calls,
even if we’re filled, we’ll ask them if they’d
like to receive a brochure and a free night
of camping next year. Most of them will
give you their information, and that’s how
you build a database. We segment that
down to what their interests are and mail
them specials about that. We’re in con-

Campground Overview
Name:Holly Shores Camping Resort
Address: 491 US Route 9 South,
Cape May, N.J.
Number of sites: 300
Physical description: Plenty of trees
and flowers, with gravel parking and
picnic tables on cement pads at
every campsite; some sites and
rentals are handicapped-accessible.
Bike path, nature trails with access
to fishing lakes (bait and kayak
rental available on site), and close
proximity to local attractions such as
the free-admission to Cape May
County Zoo and adjacent Cape May
Winery and Vineyard. 
Rates: Sites with water, cable and 30/50
amp electric start at $37 per night;
adding sewer, $45 per night. Trailer
rentals start at $80, cabin rentals at $91
and park models at $101 per night. In-
creases and discounts apply depending
on dates and number of nights reserved.
Additional charges: gate card and key
deposits; fees for extra guests, golf carts,
cars or trailers.
Professional Affiliations: National As-
sociation of RV Parks & Campgrounds,
Family Motor Coach Association,
American Automobile Association,
Canadian Automobile Association,
Good Sam Club
Website: www.hollyshores.com
Contact information: (877) 49-HOLLY;
info@hollyshores.com WCM

stant contact with these people.”
If that all sounds tough, it’s meant to,

because that’s Success Ingredient #4:
Work really hard. 

“If anybody’s getting into this industry
and thinking owning a campground looks
fun, Ha! Ha! Ha!” said Maggy, drawing
laughter from Dave. “Dealing with cus-
tomers is extra hard. You must have a per-

sonality for customer service.”
They also prioritize doing tree service,

regularly doing the work themselves and
engaging a tree surgeon, and they plant a
lot of flowers (about 4,000 tulips and daf-
fodils, plus innumerable canna lilies, a fa-
vorite of hummingbirds). 

They emphasize the importance of
reinvesting in the property, and doing so
every single year. “Making money is great,
you know, but you’ve got to put money
back in the park; I think that is the key,”
Maggy stated. “If you don’t put money
back in your park each year, it becomes so
hard to upgrade it and keep on top of it
and keep your customers coming back.”

Community Involvement
Outside of all these ingredients put to-

ward running a campground like Holly
Shores, the Robinsons are  deeply in-
volved in community volunteer work and
charity fundraising, with involvement in
groups including the Optimists Club and

the Knights of Columbus, and holding a
two-week fundraiser event at the camp-
ground every fall that benefits local non-
profit organizations, Volunteers In
Medicine (a group that assists the needy
with health care costs) and Cape May Re-
gional Hospital’s oncology center.

This charitable dedication has always
been part of who they are, according to

Maggy, even during their own tough times
in the beginning. “It was a lean couple of
years. I think the first year we lived just
on hot dogs, and Dave was working two
jobs, and we lived in an old mobile home
that leaked. But there are always people
worse off than you, and you look around
and you go, ‘Wow, we’re so blessed, we’re
so lucky,”’ she recounted. “It’s very impor-
tant to give back. It’s not just all about us.
It’s about us in a community and local
people, and just doing the right thing. I
like helping people, and so does Dave.”

At the end of the day, the advice Dave
and Maggy give to other campground
owners comes down to a pretty simple
tenet Maggy learned from her parents.

“My father and my mother were real
entrepreneurs, and they taught us at a
young age: Surround yourself with suc-
cessful people; and hard work works. It’s
not luck. It’s hard work works, and never
giving up. There’s always some type of so-
lution.” — Barb Riley WCM

The Robinsons have planted thousands of flowers thoughout their resort to help beautify the grounds, including these hostas in front of their well-provisioned general store. 

This trio of "Happy Campers" are testament to the fact that Dave and Maggy Robinson have
created  a popular, award-winning resort in Camp May,New Jersey.
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Carefree Communities Inc. — A Newly Positioned Player 
In North America’s RV Park and Campground Business
With fresh backing and appreciable capital through new majority owner Centerbridge
Capital Partners LP, Scottsdale, Ariz.-based Carefree pursues aggressive expansion —
with a goal of ‘growing’ business assets to $1.5B over the next three years

David Napp is on the road again, look-
ing for choice RV parks and manufactured
housing communities to add to the grow-
ing portfolio of Carefree Communities
Inc., a new company formed on June 2
when Centerbridge Capital Partners LP
purchased Napp’s National RV Commu-
nities LLC (NRVC).

Now Napp, a veteran of the RV park &
campground sector who, with partner
Colleen Edwards, had already been doing
business under the Carefree RV Resorts
brand, has fresh backing and appreciable
capital to pursue an expansion strategy for
his regenerated company — and to become
an even more potent player in the RV park
and campground business.     

“Our mutual goal is to grow the busi-
ness’s assets to $1.5 billion over the next
three years,” said Napp, That’s more than
double the present size of the company —
which, with the acquisition of four parks
earlier this month, now oversees 65 prop-
erties with 18,500 sites in seven states and
Ontario.

Those holdings, according to Napp,
make Carefree Communities Inc. the na-
tion’s second-largest RV park owner-opera-
tor behind Chicago-based Equity
LifeStyle Properties Inc. The new com-
pany will operate under the Carefree RV Re-
sorts and Carefree Communities brands.

Napp remains CEO while Edwards is still
president. The two co-founders owned ap-
proximately 23% of NRVC prior to the
Centerbridge investment, which, Napp
contends, is a positive signal and “valida-
tion” for the industry in general.

Napp and Edwards in 2005 established
NRVC, a Scottsdale, Ariz.-based company
that historically had sought properties in
key destination vacation spots with a
proven record of attracting both leisure
travelers and retirees seeking warm-weather
destinations. NRVC since then had grown
to become the 10th-largest owner/operator
of destination RV and MH communities in
the U.S. and Canada. 

Napp all along had been open about his
company’s long-term game plan, even an-
nouncing last summer that his firm was
seeking to finance an aggressive acquisition
plan by tapping the private equity market
for up to $400 million in new capital. Once
the capital was secured, Napp said a year
ago, he planned to expand Carefree’s port-
folio with an eye toward a “priority list” of
potential acquisitions in locales like
Florida, California and Arizona as well as
the Eastern Seaboard — looking for “great
opportunities” in popular tourist areas like
Myrtle Beach, Cape May and Cape Cod.

Now Napp, by all appearances, is mak-
ing good on that pledge.

Of course, this anticipated growth spurt
would not have been possible without the
injection of a more than $250 million capital
investment on the part of Centerbridge Cap-
ital Partners, which announced on July 11
the acquisition of NRVC from Almanac Re-
alty Securities IV LP, the former majority
owner, making Centerbridge the lead equity
holder of the newly formed company.

“Centerbridge is going to add a tremen-
dous amount of value to our business. Not
only do they have an expertise in the insti-
tutional capital markets but they also sup-
port the companies they invest in through a
host of ‘value added’ services such as pro-
curement, health and property insurance,
executive management resources, and a
team of professionals with a wealth of prac-
tical business experience,” said Napp. “We
are now able to access a high level of busi-
ness services that would not otherwise be
available to a company of our size. That’s a

huge positive. Centerbridge has already
proven themselves in accessing the capital
markets on our latest acquisitions and struc-
turing Carefree as a private Real Estate In-
vestment Trust that will allow us great
flexibility as we move forward.”

Coinciding with the recapitalization an-
nouncement was the disclosure that the
new company had completed the acquisi-
tion of four additional properties: Sun-N-
Fun RV Resort in Sarasota, Fla.,
Sherkston Shores RV Resort in Port Col-
borne, Ontario, Regency Heights in
Clearwater, Fla., and Ocean Breeze in
Jensen Beach, Fla., in addition to acquiring
a leasehold interest in a fifth property, Trop-
ical Palms RV Resort in Kissimmee, Fla.

All of this follows a fast-paced year-and-
a-half during which Napp and Edwards
took their story to the private-equity mar-
kets. “The last six months have been the
busiest we’ve ever been in in our lives,” said
Edwards. “We had a lot of things coming
together at once — the recapitalization of
the Carefree portfolio and the acquisition of
four properties worth $235 million, all great
properties, all that unfolding together was
pretty aggressive. Our management team
did a tremendous job in completing these
transactions while still operating our busi-
ness at a very high level.”

Napp and Edwards briefly considered a
public stock offering to raise capital, but
quickly concluded that their firm was too
small to attract proper attention on Wall
Street. 

“The decision David and I made came
down to finding the right partner who
shared our vision of how the company
should run and where it should go and
what our growth strategy is,” said Edwards.
“That narrowed the field of potential part-
ners, and we are very fortunate to have

found someone of like mind who puts a
premium on the talented people who work
with us.”

“The gentlemen at Centerbridge ab-
solutely understood our business from the
first phone conversation we had with
them,” Napp added. “For us, it wasn’t who
has the money to do a recapitalization and
buy the four parks, but who is the perfect
partner to grow our business to the next

level, which is what Colleen and I wanted
the opportunity to do.”

Centerbridge Partners L.P. is a private in-
vestment firm headquartered in New York
City and had approximately $20 billion in
capital under management as of May 2013.
Focusing on private equity and credit in-
vestments, it says it’s dedicated to partner-
ing with world-class management teams
across targeted industry sectors to help

companies achieve their operating and fi-
nancial objectives.

This is Centerbridge’s first foray into the
RV resort market, but it has considerable
experience in a relatively like-minded sec-
tor — extended-stay hotels. “They saw a lot
of similarities with respect to branding,
marketing and sales,” said Napp. “They
were familiar with some of our business
fundamentals.”

William D. Rahm, senior managing di-
rector for Centerbridge, seems to agree with
Napp’s assessment. 

“We believe this investment represents a
compelling opportunity to back a strong
and highly experienced management team
in an attractive sector,” said Rahm. “Care-
free is well-positioned to acquire additional
senior manufactured housing and recre-
ational vehicle communities in what re-
mains a very fragmented industry. We look
forward to working with the Carefree team
to build the leading franchise serving active

Dave Napp

Colleen Edwards

An aerial view of Sun-N-Fun RV Resort in Sarasota, Fla., one of four properties recently acquired
by Carefree.

Park models line the boardwalk at Sherkston Shores RV Resort in Port Colborne, Fla. Sherkston
was one of four properties recently acquired by Carefree.
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adults in the destination RV and senior MH
resort sectors."

Napp, meanwhile, is quick to point out
that these were not simply spontaneous or
spur-of-the-moment acquisitions by any
measure. Sun-N-Fun RV Resort and Sherk-
ston Shores RV Resort in particular were fa-
cilities — held by the same core principals
who own Bourne Leisure Holdings Ltd. in
the United Kingdom — that Carefree had
considered prime acquisition targets for
more than 15 years.

He said those parks are two of the best
RV resorts in North America. “You can take
anybody’s list of the Top 5 and both Sun-N-
Fun and Sherkston Shores will be there,
along with Ocean Lakes (Myrtle Beach,
S.C.) and Newport Dunes (Newport
Beach, Calif.),” said Napp, adding that Sun-
N-Fun and Sherkston Shores now become
the “flagship” properties of the newly re-
vised Carefree system.

“Since we met John Cook over 15 years
ago,” he told WCM, “we have held Bourne
Leisure up as the best company in the in-
dustry. We very much modeled ourselves
after them and hold them in the highest re-
gard. The management at Sun-N-Fun and
Sherkston Shores has always placed a pre-
mium on customer service. They create a
great lifestyle experience. A lot of the things
we do at our Carefree properties are mod-
eled after what Bourne has been doing both
in the UK and at Sun-N-Fun and Sherkston
Shores. We are honored to be able to con-
tinue a great legacy these gentlemen created
over the last 25 years.”

Regency Heights, in turn, is a manufac-
tured housing co-op community owned by
the community’s residents.

“Charles Ellis has been working with
Regency for more than three years and at
the end of the day we were not the only bid-
der for the property,” Napp noted. “Eight
different firms made presentations to the
co-op shareholders. It was like a beauty
contest. I don’t know if we were the highest
bidder, but it came down to a qualitative de-
cision by the sellers made on the presenta-
tion that Charles gave. In our business I
think more than in most real estate sectors,
the manner in which you operate has a lot
to do with the opportunities you have to ac-
quire parks. The lifestyle that people want
and desire is an integral factor in people de-
ciding to sell their park. Most people (sell-
ers) care about how it will be operated
going forward. They care about how their
customers will be treated and their property
handled. It’s not always who is putting out
the highest dollar amount. Our reputations
in the industry have been developed and
proven for over 17 years. We are well re-
spected, our management team is a family
that trusts and respects each other, and 
we provide the highest level of customer
service in the industry — these factors pro-
vide a great competitive advantage in the 
market place.” — Steve Bibler   WCM

Luxurious pool facilities at Sun-N-Fun RV Resort, a high-end property Carefree had considered a
prime acquisition target for more than 15 years.

The “splash pad” at Sherkston Shores, a property Napp considers one of the five top
RV resorts in North America.

www.fmca.com/campgroundconnection
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through the process, made the decision to
stay and why they decided to stay with it. It
should be lively and entertaining.”

During the conference, ARVC will launch
a new marketing tool it has designed to pro-
vide valuable data to help campground
owners run their campgrounds more effi-
ciently.

“ARVC hasn’t been known for its data
pool and its ability to pull rich data out about
the industry,” Bambei conceded. This as-of-
yet unnamed marketing tool should change
that. It will let campground owners bench-
mark their financial data against other
parks in their region and across the U.S.
while maintaining privacy between partici-
pating parks, Bambei said.

“We think parks and we as a trade asso-
ciation will be able to see trends that affect
occupancy and affect decisions day to day.
We will at least understand what the me-
dian averages are and what the tolerances
are of any revenue line or expense line
we’re tracking.

“We won’t have a view into any one
park’s proprietary data. A park that wants
to keep its data private will have the ability
to do that through this tool. When you pull
it all up in a composite form, that’s where

ARVC will have an interest in seeing all that
data amassed together.”

“This is something we are very proud
of,” he continued. “We’ve been working on
it for some time. We’ve shared it with the
ARVC Business Forum and the 20 Groups.
We held webinars with both those groups
to get them excited about it. We’ll put the
marketing pieces together as we get closer
to Knoxville.”

While no specific cost was revealed, the
tool “will be very affordable,” he said.

Awards Night Move Up
ARVC also has moved up the awards

night from the traditional Friday night clos-
ing to Thursday night.

“In the past, the awards banquet had
been a ‘bottom of the 9th’ type of event.

People got their awards, a few pictures
were taken and everybody went home. We
want people to revel in their awards. We
want people to come en masse to that
event and give them some good quality time
to bask in the limelight.”

ARVC has lined up Roger Dow, president
and CEO of the U.S. Travel Association
(USTA), to give the keynote speech at this
year’s conference. Dow’s presentation will
be at the noon luncheon on Wednesday,
Nov. 6.

As head of the national umbrella organ-
ization dedicated to increasing travel to and
within the United States, Dow was instru-
mental in leading an industrywide move-
ment to create the Travel Promotion Act,
which was signed into law in 2010. This led
to the development of the nation’s first-ever
communications and promotion program,
known as Brand USA, which is designed to
increase international travel to the United
States.

Prior to joining USTA in 2005, Dow had a
successful 34-year career with Marriott In-
ternational. He frequently speaks on the
topics of leadership, sales, marketing and
management, and has co-authored two
books: “Turned On – Eight Vital Insights to
Energize your People, Customers and Prof-
its” and “The Trust Imperative – The Com-
petitive Advantage of Trust-Based Business
Relationships.”

Visit www.arvc.org for more details.

Music Licensing Update,
New Website Assistance

ARVC has a year under its belt of admin-
istering the music-licensing program for
BMI and has worked out the bugs, most of

ARVC—from page 3

Bambei Explains Association’s Stance on
RVIA’s Go RVing Campaign, Amended
‘Superior Quality Staff’ Park Designation

which were administrative, Bambei said. It
was an archaic, time-consuming process
done via faxes and countless phone calls.

Over 1,000 campgrounds signed up
with ARVC in the inaugural year of the
program. “I can tell you the three music li-
censing companies were a bit nervous
going in because it was new to them. They
are all encouraged by the participation,”
Bambei said.

For 2014 and beyond, ARVC has
arranged for enrollees — new and re-
newals — to do everything online effective
July 1. (More information on the program
can be found on page 24.)

New enrollees may learn all about the
program, access a registration form, enroll
and pay via credit card.

For renewals, campground operators
may view their past invoice, renew their li-
cense and pay via credit card.

“It’s a new day for ARVC,” Bambei said.
“We’re trying to get there. We think this web-
site is the way to do it. Everything we commu-
nicate in the future is reliant on this website.
We’re not going to kill people with e-mails. You
go to arvc.org and everything you need to
know is there.” – Steve Bibler WCM

As high-profile wildfires burned pub-
lic lands across the state of Colorado in
June, Paul Bambei, president and CEO
of the National Association of RV
Parks and Campgrounds (ARVC) was
busy putting out some fires of his own.

From his office in the Denver suburb

of Centennial, Bambei couldn’t see any of
those wildfires which captured media at-
tention and prompted some well-timed
damage control efforts from both ARVC
and Camp Colorado, the state camp-
ground association. But he could feel the
heat that some ARVC decisions — even
one made before he joined the association
as CEO late in 2010 — were creating.

In particular, Bambei had what he
called a serious discussion around Me-
morial Day with Richard Coon, presi-
dent of the Recreation Vehicle
Industry Association (RVIA), over
ARVC’s decision not to provide moderate
financial support for Go RVing Coalition
activities. Historically, that support
ranged between $50,000 and $100,000
annually and was delivered by Bambei’s
predecessor, Linda Profaizer, during
RVIA’s Committee Week in June each

Paul Bambei is closing his third year as CEO of the National
Association of RV Parks and Campgrounds (ARVC). He spoke
on a number of industry topics during an hour-long interview
with Woodall’s Campground Management in mid-summer.
Highlights of his comments appear in the following story.

Richard Coon

mailto:sales@bbelec.com
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year.
“The association (ARVC) felt it

needed some recognition for the contri-
bution and that was a way to get it rather
than just sending in a check,” Profaizer
explained to WCM. “For several years
early-on, ARVC members contributed
more than dealers to the program,” al-
though the campground sector has gen-
erally been lukewarm in its support of
the RV-centric Go RVing marketing cam-
paign because of its focus on recreational
vehicles. There was a feeling for a period
of years that the Go RVing advertising
did not adequately reflect campground
settings. It reflected RVs in neutral set-
tings.

The last check presentation came in
2010, after which time the ARVC board
voted to drop such support from the
ARVC budget and leave funding up to
individual member parks.

Starting in 2011 and continuing in
2012, member parks could send dona-
tions to the ARVC office and a single
check was written to Go RVing, usually
in June. That check totaled $6,000 in
2012, Bambei said. No check had yet
been written for 2013 when Bambei was
interviewed by Woodall’s Campground
Management on June 27.

The absence of a moderate contribu-
tion from ARVC was addressed by the
RVIA behind closed doors during RVIA’s
Committee Week in early June in Wash-
ington, D.C. Ahead of that, an ARVC
board member alerted Bambei to RVIA’s
concern, and he called Coon.

Following is Bambei’s recollection of
that discussion.

“I applaud what Go RVing has meant
for our industry. Anything that stokes
our industry and makes our industry
more relevant to the consumer is some-
thing I am in favor of,” Bambei said.
“And ARVC will always support it.”

But in explaining the board’s decision
in 2010, Bambei said, “What they were
trying to do was push the decision for
funding for Go RVing to the members
within ARVC who are the direct benefi-
ciaries of it. They are encouraged to
write a check and fund it if they see
value. And if not, then they don’t.

“ARVC’s role is to promote the pro-
gram, which we do on our website and
we are the funnel that administers the
funding that comes from our members
back to RVIA. What got some of the
RVIA folks a bit excited was that the
funding levels have dropped.”

Bambei agreed the drop in financial
support is “dramatic” but quickly added,
“We make decisions each day on a much
more limited budget. Ours (budget) is
about one-tenth of what RVIA’s is. It’s a
completely different dynamic for us to
be able to write a big check out of our
pockets for something that is a branding
investment that mostly RVIA gets a ben-
efit from. The program is geared to peo-
ple who are thinking about buying an
RV. Does this program necessarily trans-
late into somebody showing up at one of
our member parks? You can argue both
sides of that. As we track those leads, it
is the members themselves who see it
more than anyone else. If they’re not see-
ing that, they are not compelled to write
a check.

“The important thing I want to stress
is, we still support Go RVing. It’s just an
individual business decision by each
member whether they want to support
it. ARVC as an organization supports it.
Our Go Camping America website is the
search engine for Go RVing. We didn’t
ask for any contributions to redevelop

GCA’s website when we were paying for
that upgrade the past year. It’s reciprocal.
It’s all for the common good.”

Reviewing his discussion with Coon,
Bambei concluded, “We vowed to do a
better job of communicating. Speaking
for myself, I haven’t done a great job of
that. I invited Richard to our conference
in Knoxville in November and to our
ARVC Business Forum (which meets
during the conference). There are a lot
of things we should be cross-channeling.
We will try to do that more often and do
a better job of it. What’s important is, we
both awoke to a mutual concern. He told
me he would take our discussion back to
his board and he said they wouldn’t be
happy. I said I understood that. I’m just
sorry it didn’t get clearly communicated
back to them.”

Coon, for his part, acknowledges that
he has worked to build a better dialogue
recently between the recreational vehicle
industry and the campground sector in
the hope that the entire industry can
more closely work together — some-
thing that’s never really occurred in the
past. “RVIA has been working over the
last couple of years to build more unity
with the industry, not just our sales,”
Coon said.

Coon said it’s consistent with other
initiatives RVIA has undertaken over the
past two or three years in its effort to
better unify the industry. “We've done a
good job in the areas of bringing Cana-
dian people with us so we understand
the Canadian market and their needs,”
he added. “We've done a good job bring-
ing the park model people back to the
association, which are a big part of the
industry. But one of the elements that is
missing in the big picture is the camp-
ground industry, which we haven't had
a lot of communication with in the
past.”

Meanwhile, Bambei and ARVC did
some backpedaling on a decision an-
nounced earlier this year that ARVC
would assign a designation of “Superior
Quality Park” to any ARVC member
park where the owners, managers or

other key employees had completed cer-
tain certificates in the new Outdoor Hos-
pitality Education Program (OHEP). 

“The original designation was meant
to acknowledge a park’s commitment to
education and improvement through
their staff,” Bambei told WCM. “We
don’t want to rate parks on anything
else. We leave that to others. I don’t want
to be the one with white gloves that de-
termines whether a bathroom is clean.
But we have a new education program
that is being heralded by the people who
use it and understand it. We want to rec-
ognize parks that try to improve through
that program.”

Former ARVC president David
Gorin took ARVC to task when he heard
about the new designation. His view-
point appeared in his In Sites column in
the June issue of WCM.

By the time that column appeared,
Gorin and Bambei had already spoken
and Bambei agreed the precise designa-
tion could be amended.

ARVC subsequently renamed the des-
ignation “Superior Quality Staff.”

“We have communicated the change
to all the state executives, to our board,
the ARVC Foundation and to all our
members. Everybody seems to be satis-
fied,” Bambei said. – Steve Bibler WCM

David Gorin

Heartland Recreational Vehicles LLC
and Breckenridge announced July 24 the
formation of a reciprocal partnership be-
tween the companies designed to maximize
sales and increase market share in the
growing park model and destination trailer
segments.

The collaboration, set to go into effect
Aug. 1, will merge Breckenridge’s reputation
as a respected, quality-oriented manufac-
turer with Heartland’s oversight and man-
agement expertise. According to a press
release, the firms will continue to operate as
stand-alone divisions of Thor Industries Inc.

As part of the move, Heartland President
Chris Hermon will also serve as president 
of Nappanee, Ind.-based Breckenridge.
Hermon reported that the companies 
would build product year-round from 
dedicated manufacturing and service facil-
ities “that would cater to the destination
trailer segment.”

“Dealers will be able to order product
any time during the year,” he said, noting
that Heartland currently sells two destina-
tion trailer brands. “That will set us apart
from other manufacturers that only build a
few times a year. Dealers will be energized
to work with companies committed to this
product segment.”

Hermon emphasized that the partnership
would be a “very symbiotic” arrangement.

“We have a lot to offer Breckenridge in
terms of leadership, support and direction
while Breckenridge has a lot to offer in prod-
uct, manufacturing and a deep loyal cus-
tomer base,” he said. “By combining forces,
Breckenridge will become even stronger
and continue to be a leader in the park
model and destination trailer markets while
Heartland will be able to grow its destination
trailer business.”

Hermon reported that plans are to roll out
new products and programs as part of the
Elkhart County RV Open House, set to run in
mid-September. WCM

Heartland RV Partnering with 
Park Trailer OEM Breckenridge

www.yurts.com
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B&B Electrical: Family Business with a 
Longtime Focus on the Park Industry

In 1968, Rick Linnell started an electri-
cal supply business, B&B Electrical, in
metro Detroit. He had a storefront that sold
electrical products and delved into manu-
facturing on occasion. Over the years, he
became more aware of the need for elec-
tric pedestals in campgrounds and mobile
home parks and began investing in such
properties, expanded B&B’s distribution
services and eventually become solely 
a distributor. Today, he mentors the 
company, which is still family-owned and
operated.

This is the point in the story where one
might expect to hear that now, 35 years
later, the company has expanded its staff
exponentially, has opened several more
locations and grown to become a signifi-
cant presence in the industry — along
with, perhaps, a nostalgic description of
the owner family’s long-standing involve-
ment in its operations, such as the chil-
dren helping to answer the phones at a
young age.

But this isn’t another rendition of the
predictable corporate success story. B&B
Electrical has one small office, located in
Keego Harbor, Mich., which houses four
employees. Two executives are, indeed,
family, and one is a long-time family friend
— but they’ve only been running the com-
pany for a year-and-a-half. The only
phones they were answering as children
were from Fisher Price.

The one part of the fairy-tale scenario
that’s applicable, though, is the depth of
the company’s presence in the camp-
ground industry. B&B Electrical is an inter-
national distributor with deep contacts
and connections all over the United States
and Canada, and while the staff is new and
few, they’re already specialists in what
B&B has come to be very well-known for
over the past three-and-a-half decades.

That scenario began with chance and
flourished with good advice and hard
work, according to Terry Linnell, director
of marketing and sales, who runs B&B
Electrical with her brother-in-law, Matt
Linnell, vice president, and Jen McBur-
ney, operations manager.

“It was just a coincidence that Matt
was transitioning from a long-term career
with a cable business in Detroit at the
same time Jen was at a job she wasn’t re-
ally crazy about and I had a bunch of kids
at home and wanted to get out of the
house a little bit,” she laughed. “The stars
just all aligned where we could take this
on.”

Rick may have been the one who
wished on those stars, because they
aligned thus just as he was ready to retire,
although he’s still involved — whether he
intended it that way or not, Terry said. “We
call him semi-retired. We won’t let him
completely hang it up. He’s a brilliant guy
and he has such a wealth of knowledge,”
she stated. “He’s a huge traveler, but when
he’s not on extended vacations, he’s in the
office — and we take advantage of that
time.”

What B&B Electrical’s employees say
they offer is a blending of the best attrib-
utes of old and new, large and small: The
fruits of decades of relationship-building
and a good reputation in the industry, com-
bined with forward-thinking plans and
youthful energy. Plus, the personal service
and low overhead of a small company with
the expertise, support and capabilities of
a large one. The amalgamation of all
these, they assert, makes B&B one of a
kind.

“We’re unique because we are the only
distributor that we know of that has sup-
port directly from the three main manufac-
turers of RV pedestals,” Terry said,

referring to Missouri-based Milbank,
Pennsylvania-based Eaton and Midwest
Electric Products Inc. in Montana. “It’s not
easy to become a distributor of these com-
panies. They’re very particular. Rick just
always ran a very tight business, always
paid on time, and earned their trust. And
we’ve kept those same relationships.”

One particular benefit of that for their
clientele, they said, is unusually fast turn-
around in getting information from those
manufacturers. “If we don’t have an an-
swer for someone, we can get that answer
almost immediately,” said Terry. “Our cus-
tomers don’t have to wait very long be-
cause our support system at these
companies is awesome. We have direct
ports to every manufacturer — including
manufacturers for lighting, wire, you 
name it.”

Another thing they say is unusual about
B&B Electrical is the scope of its services.
They can evaluate a park and come up
with a full-system solution with planning
for easy future upgrades, and then they
can furnish every piece of equipment in-
volved — even fully handling tricky inter-
national shipping processes and
paperwork.

“It’s not always easy to distribute to
Canada, but we’ve actually supplied some
pretty big parks and orders up there, such
as Oceanside in New Brunswick and Bas
Saint-Laurent KOA in Quebec. We also
just did a huge park in Alaska where we
had to take some major extra steps to get
that product to that customer, and they
were very pleased,” Terry explained. “We
take care of all the paperwork for the cus-
tomer so they don’t have to. We want to
make things as easy for them as possible.”

And any size order is no problem, Terry
said — not just big orders, but small ones,
too. “We have supplied to one park in par-
ticular that by the end of this project, it’ll
be 400 pedestals and more than 50,000 feet
of wire, plus all their distribution equip-
ment,” she described. “We’re ecstatic to
get those orders, but we also have no min-
imum requirement. If someone wants to
order a single breaker or one electric
meter, we’re happy to deal with those, too
— and those customers are just as impor-
tant to us.”

In looking ahead and taking B&B Elec-
trical into the future, the Linnells said the
campground customer is gaining in-
creased importance and it’s somebody
they want to know personally, thereby put-
ting deeper involvement with the National
Association of RV Parks & Campgrounds
(ARVC) and attendance at even more
campground owner shows at the top of
their priority list.

“We’re much more recognized at the
shows in Michigan, but we want to
change that and be recognized at just
about every show that we go to,” ex-
plained Matt. “In Michigan, a lot of them
will say, ‘Oh, B&B, I remember you guys,
how are you, nice to meet you,’ that kind
of stuff. We want to be able to do that at
every convention we attend and every visit
we make.”

In doing so, Terry said, they’ll be carry-
ing on Rick’s practice of establishing valu-
able and cooperative relationships with
their business partners, as well as becom-
ing more attuned to shifts in consumer de-
mand. “We want to get to know the RV
park owners more and what they need so
we can service them better,” she said.
“For example, we’re expanding our marina
market because more RV park owners
also have marinas, so we’re getting more
involved as far as what they need for that
kind of equipment.”

Matt said it comes naturally for them to
connect with campground owners. “We
feel a bit of a relationship with them be-
cause a lot of times in the RV community,
businesses are ‘mom and pop’-owned or
family-owned, and so are we,” he said. 

Another thing the folks at B&B have in
common with these customers, Terry said,
is doing the job for love rather than big
money. “We keep it about as lean as you
can imagine,” she said of their own oper-
ations. “And RV park owners, I think, aren’t
in it to get rich. They’re not there to make
a million bucks. In fact, a lot of people are
still working elsewhere 40 hours a week
and this is their side job. They’re at their
RV parks because that’s where they want
to be.”

And taking care of the park owners is
where B&B Electrical wants to be. 

For more information on B&B Electrical,
visit www.bbelec.com or call (888) 391-
3802. — Barb Riley WCM

Members of the B&B Electrical management team are (from left) Terry Linnell, director of marketing and sales; Matt Linnell, vice president;
and Jen McBurney, operations manager.
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George Marchacos, CEO of Cold River
Mining Co., Greenfield, Mass., reports
that 2013 has been a great year for his com-
pany, a builder and distributor of gemstone
passing, sluices and mining attractions.

“This year has been our best year ever
with campgrounds,” said Marchacos, who
started the business in 1998 at a camp-
ground he then owned in Connecticut.
Since then, his company has built installa-
tions for 130 campgrounds — including 30
Yogi Bear’s Jellystone Parks and 54 Kamp-
grounds of America (KOA) parks. He has
built and installed 45 just this year alone
through early summer.

“Campgrounds are starting to buy into
the fact that it’s probably the best profit cen-
ter you can have. It’s interactive, educa-
tional and something that both kids and
adults can do. It’s really good for camp-
grounds,” Marchacos said.

A typical installation requires approxi-
mately a 12-foot by 12-foot area and takes
between 4 and 6 hours to assemble, he said.
The cost is between $10,000 and $12,000
and includes approximately $5,000 worth
of mining product. The collection of prod-
uct includes more than 50 different rocks
and 30 different fossils. The product bags
sell to the public for between $5 and $20,
which generates the return on investment
for the sluice operation, he explained.

For more information, contact 
Marchacos at (413) 219-3252 or visit
www.coldrivermining.com.

* * * * *
Donald Bennett Jr., CEO of Camp-

ground Owners of New York (CONY),
reports the association’s online camp-
ground reservation service, Adventure
Systems LLC, is gaining acceptance by its
customers.

The web-based service, launched in
2011 and co-owned with Corporate
Communications Inc. (CCI), was started
upon the request of CONY members, Ben-
nett explained.

“We identified the fact there is still a
huge demand for front-office systems. We
discovered that 50% of our members don’t
use any type of organized reservation
service,” he said.

CONY manages the service and pro-
vides first-line support, with CCI provid-
ing backup.

The service is free for CONY members.
Campers are charged a small fee when
making their reservation online with the

Kids enjoy panningfor minerals in the Cold
River Mining sluice.

New and Exciting Products for the
RV Park and Campground Market

participating CONY campground.
“We’re still in the development phase,”

explained Bennett, who is looking to take
the service to the next level.

CONY is one of the few state associa-
tions to offer its members a similar service
and Bennett believes CONY is still the
only state association to provide a camp-
ground app for Smartphone use. The
CONY app has already been downloaded
20,000 times, Bennett reported.

For more information call Bennett at
(800) 467-2669 or (585) 586-4360 or go
to www.adventuresystems.net.

* * * * *
Quik n’ Crispy, Dallas, Texas, maker of

a greaseless fryer, continues to focus on
markets that have increased their demand
for healthier, but still tasty, menu choices.
Quik n’ Crispy provides a cost-effective op-
tion to serve healthier menu selections that
have 20% to 40% less fat compared to
deep-fat fried products.

Doug Pratt, national sales manager,
points out the special features of the Quik
n’ Crispy fryer, including cleaner and safer

food preparation, quick paybacks on invest-
ment, the “3-in-1” versatility that means
there is no need for multiple pieces of
equipment, the ease in cleaning, no vented
hood systems are required and customers
will not incur increases in fire insurance
premiums since you’re not adding a deep-
fat fryer or a self-contained vented fryer.

In addition, Pratt noted that leading food
processors participate in joint marketing
promotions that provide buyers with sub-
stantial rebates on wholesale food purchases.

The company stated in part in its June
newsletter, “The trend towards healthier
eating is by far the driving force behind our
growth. If you are a current customer, you
need to revisit how assertively you are pro-
moting the healthier menu items that you
serve at your business. And, if you aren’t a
customer yet, now is the time to take a se-
rious look at Quik n’ Crispy.”

The company has carved out a niche in
the RV park and campground sector
through campgrounds affiliated with
Kampgrounds of America Inc. (KOA) and
Leisure Systems Inc. (LSI) but is always
looking to expand its footprint, Pratt noted.

The Model GF II is perfect for smaller
operations, while the Model GF5 is ideal
for higher-volume operations. The GF5
can grill as many as 50 hot dogs or 20 pre-
cooked chicken breast fillets or hamburg-
ers in less than 5 minutes.

The price of the Quik n' Crispy Model GF
II is $3,295, and the Model GF5 is $6,295.

For more information call (888) 668-
3687 or visit www.q-n-c.com. WCM
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The GF5 can grill as many as 50 plump and
juicy hot dogs or 20 precooked hot and sizzling
chicken breast fillets or hamburgers in less
than 5 minutes.

www.dogipot.com
www.southeastpublications.com
http://www.greenlightfirebag.com/
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look elsewhere? Are there individual
pages for each type of unique accommo-
dation available? If not, are you at least
pointing them out on a main accommo-
dation page? Is the description appeal-
ing, does it paint a picture, do you have
a call to action, and are you utilizing
your keyword/phrase universe?

On the backend of your site, your
webmaster will utilize keyword/phrase-
rich descriptions, page titles, tags, etc. to
bring your site higher in results for the
search terms (keywords/phrases) identi-
fied and put into play.

• Images: These days everyone wants a
visual. On each unique accommodation

page make sure you have enticing images
of “the experience.” Do you offer a safari
tent with French doors and twinkle lights?
I want to see that up close. What are the
covered wagons like inside? What do you
mean when you say “boatel”? Don’t just tell
us; show us in beautiful, well-done images.

Again, your webmaster will describe
and tag each image with the appropriate
keywords/phrases.

And don’t be stingy… share! Add Pin-
terest “pin-it” buttons to your pages al-
lowing folks to curate and share your
photos and your website.

• Make it social: Add the promotion of
your unique accommodations to your
content plan and make them a regular
topic of conversation on your Facebook

page, your blog, e-newsletters and blasts,
Pinterest, and anywhere else you main-
tain a social presence.

The Experience Economy
As expectations rise and experiences are

considered not just a nicety but also a re-
quirement, make sure that you are doing
everything you can to put your outdoor
hospitality experiences front-and-center
when a prospect begins looking for that per-
fect getaway. Take advantage of one of your
most powerful sales tools — your website
— by doing everything you can to help it
find it’s way to the first or second page of
your prospect’s search engine results.

Wow them when they arrive and give
them an experience they’ll talk about

long after the vacation is done. Give
them a reason to sing your praises in on-
line reviews, comment on your social
media outlets, and tell their friends. Your
product is something special, unique,
and an experience that begs to be shared.
Do your part to spread the word.

Evanne Schmarder is the principal at
Roadabode Productions, a firm specializing
in digital marketing strategy, consulting and
education for the outdoor recreation industry
and is the co-author of “Unconventional Wis-
dom Works.” She’s also the host and producer
of the “RV Cooking Show.” Evanne gets great
satisfaction out of helping business owners
maximize their marketing potential and can
be reached at evanne@road-abode.com or
(702) 460-9863. WCM

Modern Marketing—from page 9

reservation because everything is stored
online,” Jones said.

While this may seem like a signifi-
cant technological improvement for
park operators, guests increasingly ex-
pect park operators to know this infor-
mation and to keep it on hand, Jones
said.

The latest version of RMS also has a
yield management reservation capabil-
ity, which can help park operators man-
age their inventory more effectively. “In
quiet times we can increase occupancy
by reducing the price and in busier
times we can increase prices,” Jones
said.

“We have a control panel, which
gives you the ability to manually adjust
rates instantly with a mouse click or
you can set it in advance so that it is
pre-determined based on occupancy
levels,” Jones said. “For example, you
can set it so that when your occupancy
gets to 90%, the rate goes up by 20%.
But if it’s one day before (a particular
date) and you’re still at 90%, you can set
it to adjust downward.”

Other RMS improvements make it
easier for parks to better manage their
site utilization by better managing the
types of rigs that fit into them based on
their size. The system manages RVs,
park models and other types of rental
accommodations as well as boat slips in
marinas.

The RMS system also handles online
bookings in addition to reservations
processed by front desk staff. 

RMS capabilities include the ability
to combine short, medium or long-term
stays to maximize efficiency; utility me-
tering, which monitors and minimizes
utility costs; and the ability to manage
housekeeping and maintenance to re-
duce labor costs.

The system can also be set up to
manage multiple financial transactions
and allocate them to the guest’s account,
just like at a hotel. This gives guests the
ability to pay for their RV site or room

and items from the park store in the
same transaction. Guests can then re-
ceive an itemized statement when they
check out of the park. Meanwhile, the
park saves money because of the re-
duced number of credit or debt card
transactions.

Other New Features
In the coming weeks, RMS also plans

to launch a new preventative mainte-
nance module, which will enable park
managers to set up text messages that
will be automatically sent to appropriate
staff members whenever smoke detector
batteries, air conditioning or swimming
pool filters are scheduled to be changed.

RMS also has another feature called
“triggered correspondence, which auto-
matically sends text messages or e-mails
to guests based on certain triggers.
“Maybe you automatically send a text to
a customer two days before they arrive
or send them a survey after they have
stayed with you,” Jones said, adding
that the technology opens up commu-
nications and dialogue between the
park and the guest.

Weinberg of Great Divide Camp-
ground said it’s easy for her staff to learn
about RMS’ new features. She simply
sends an e-mail and RMS North Amer-
ica responds with step-by-step instruc-
tions, which may include a video
demonstration of how to complete a
specific task. “If you are training a new
employee, you can use these videos to
train them how to do things,” she said.

As of the time of this writing, more
than 60 campgrounds, RV parks and re-
sorts were using the RMS front desk
management system across the U.S.

Monthly rates start as low as $150,
plus a $3 charge for each online reser-
vation made with the system. No up-
front purchase or long-term contract is
required. RMS also pays park operators
faster than most of its peers in the in-
dustry. For more information or to re-
quest a demonstration, please visit
www.rmsnorthamerica.com or call
(888) 802-5827.. — Jeff Crider WCM

RMS Front Desk—from page 3

Halloween Camping has announced its
official website launch.

Launched by Tracie Fisher, of Tate Fisher
Marketing and SEO, Halloween Camping
aims to provide consumers with a compre-
hensive line-up of campgrounds providing
Halloween based events and weekends.
Halloween Camping also aims to bring to-
gether the community at large, so that both
campers and campgrounds can share their
experiences and plan events, according to
a news release.

Halloween Camping serves as the only

online resource that is specifically dedicated
to promoting and advertising Halloween
based events in a camping and RVing envi-
ronment. Campground owners can have
their events listed on the Halloween Camping
website for free.  Now is the time to make
sure your park is featured on the site as vis-
itor traffic is on the rise for campers wishing
to reserve a cabin or campsite and engage
in a Halloween themed weekend in 2013.

To learn more about Halloween Camp-
ing, head to http://halloweencamping.com
or contact Tracie directly. WCM

Halloween Camping Launches Website

http://silver-top.com/
www.checkboxsystems.net
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QUESTIONS&ANSWERS
CONY: Serving Private Campground Owners in New York for 50 years

Campground Owners of New York (CONY), marking its 50th anniversary
in 2013, was created by 12 private campground owners as a counterbalance
to New York’s state parks and their campgrounds. “It’s always been an or-
ganization that looks at the state parks as competition,” said CONY President
Donald G. Bennett Jr., whose grandparents, owners of Conesus Lake Camp-
ground, were among the 12 campground owners who were charter members
of the organization. “They attended the Cornell University School of Camp-
ground Management and a professor there suggested they form a trade or-
ganization to represent themselves as private business owners to offset the
New York state park system and give private campground owners a voice in
government and tourism.” Now with about 200 members, CONY remains a

strong voice for New York’s private campground industry, annually holding a
three-day fall conference and four zone meetings in the spring — all packed
with educational opportunities for campground owners. Woodall’s Camp-
ground Management’s Bob Ashley recently spoke about CONY with Bennett,
who has been CONY president for nine years and is the third-generation
owner of Conesus Lake Campground in Conesus, N.Y.

WCM: What is CONY's goal as far
as its membership is concerned?

Bennett: First and foremost — and
it’s on the back of my business card — is
the CONY mission statement, which
states that we are an association dedi-
cated to the promotion, growth, im-
provement and development of privately
owned campgrounds in New York state.

WCM: What have you done in that
regard?

Bennett: We’ve enhanced the value
of the organization and what CONY does
for campground owners. When I took
over, the person before me was on the job
for 32 years. He did a great job growing
the association, but there were several
things that were avenues that I wanted to
upgrade.

WCM: For instance?
Bennett: The first thing I did, we had

a newsprint directory and printed ap-
proximately 135,000 copies. I converted
that over to a four-color glossy directory
and we’re now up to 175,000 copies.

We had a consumer website that
needed to be upgraded, and now we’ve
added a digital version of the directory
to the website. We also created a new
member website (campcony.com) with
three layers of access. We have a media
portal for press releases about the indus-
try in New York. There is an associate
member level and then we have a mem-
bers-only level where much of our li-
brary materials are found. We also have
an online ‘cracker barrel’ where camp-
grounds can ask other campground
owners questions.

One of the other things that we added,
we now have a show program where
CONY will go out to do 13 RV shows a
year in New York, Ohio, Pennsylvania,
New Jersey, Massachusetts and Canada.

Additionally, in February 2012, we
launched a smartphone app: nycamping-
guide (Apple/Android). That has proven
to be a great tool. The neat thing about
our app is it’s got directions to the camp-
grounds, but it also shows by GPS which
of our campground members are closer 
to you.

WCM: With about 200 members,
you have to have a lot of different
types of campgrounds. How do you
keep a diverse membership happy?

Bennett: It is a little bit difficult. We
try to keep everybody in mind. We’ve
tried to make programs affordable to our
members, whether they are large or
small. We’ve had some programs in the
past that enhanced what we’re doing that
ended up being free. The smartphone
app is one example of that. It’s not core
program, but we wanted to make sure

that everybody was included in that app,
so we made that a free member benefit.

WCM: What kind of benefits do you
offer to your members?

Bennett: I view CONY as having
three distinct tracks.

One is a marketing track and, obvi-
ously, that’s the most visible with the 
directory, the smartphone app and the
website.

The second track is education. At our
annual conference we try to have fun 
but at the same time, pack as many edu-
cational seminars and sessions in it as 
we can.

The third part is advocacy, whether it’s
just answering questions to be a sound-
ing board for our campground members
or whether it’s our lobbyist in Albany.

We also offer buying programs that in-
clude insurance, office supplies, workers
comp insurance, electricity, credit card
processing and online reservations sys-
tems.

WCM: You mentioned your lobby-
ist. CONY has a reputation for being
aggressive trying to protect camp-
grounds in the legislature.

Bennett: YThe most recent ‘big thing’
we’ve beaten down was a proposed state

sales tax on camping.
Our lobbyist had a meeting with the

director of the budget and explained to
him that there was a court decision stat-
ing that the rental of a campsite was the
rental of real property. We explained to
them that if they wanted to put a sales
tax on the rental of campgrounds, every-
body that rented their home or their
apartment in New York state would be
paying sales tax. The next morning the

governor announced that it wasn’t going
to happen.

What we got through this year was a
bill defining how and when a consumer
would be able to cancel a contract. We
have about four bills that we’ve written
right now that we hope become law in
the areas of abandoned vehicles, evic-
tions, the Adirondack Park Agency and
sex offenders.

CONY representatives present a check for over $42,000 to James McCauley (second from right), a
representative of Camp Good Days & Special Times, one of the charities CONY supports. At right
is Donald Bennett Jr., CONY CEO. At left are Gary Mervis, chairman and founder of Camp Good
Days & Special Times, and Matt Anderson from Camp Chautauqua in Stow, N.Y.

CONY – continued on page 25

www.towercompany.com
mailto:salestower@comcast.net
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Delivering Breaking
News Directly to You!
Want to read the same extensive coverage of the outdoor
hospitality industry found in this issue of Woodall’s Camp-
ground Management — every business day?

Here’s where you’ll find it.

Updated more than a dozen times daily, the Woodall’s Campground
Management website — www.woodallscm.com — is the “go to” 
Internet news address for owners and operators of North America’s
RV parks and campgrounds, as well as executives and managers of
companies providing the industry with products and services.

NOW, we’ve made it even easier to stay current with events that 
impact your workplace. When you subscribe to the WCM news feed,
we deliver Breaking News briefs directly to your email! 

Subscribing is simple.
• Log on to the Woodall’s Campground Management

website at: www.woodallscm.com
• Go to the “Campground Management News Delivery”

box on the right side of the page.
• Enter your email address in the box.
• Click on the green “Go” button.
• That’s it — you’re done!

Please note: All subscriptions to woodallscm.com’s
daily email news updates are authenticated by our
subscription service. Once you enter your email ad-
dress and submit the form, you will receive a veri-
fication message which requires that you respond
to it before your subscription is activated.

ARVC AGENDA

Did you know that your park is legally
liable to pay royalties on any music that you
play? That includes digital music services,
Muzak, satellite radio and TV, cable, on-
hold music, DJs, live performers, karaoke
and even your personal CDs if you play
them in public.

ARVC has negotiated a one-of-a-kind
combined music licensing agreement avail-
able exclusively to ARVC members. This
single annual license combines the benefit
of coverage for both ASCAP and BMI at a
drastically reduced rate.

ASCAP and BMI represent the vast ma-
jority of artists, with more than a million
songwriters, publishers and performers
who produce every type of music. By taking
advantage of this combined license, park
owners can now play virtually all the music
you want from any artist they represent, all
year long, worry-free. Monthly SESAC li-
censes are also available at a discounted
rate, in addition to the combined license,
for added coverage.

Here are a few common questions park
owners may have:

Why does a park have to pay an an-
nual music-licensing fee?

The fee is to pay for a license that per-
mits the park to have music performed on
its premises, whether it is performed live,
through recorded music over CDs, DVDs
and cassettes or by music on-hold. Under
copyright law, anybody who makes music
available to the public needs permission
prior to performing that music. Without a
license, a park that allows music to be per-
formed at its facilities commits a violation
of federal copyright law.

What is a public performance?
A public performance is one that occurs

either in a public place or any place where
people gather (other than a small circle of a
family or its social acquaintances). A public
performance is also one that is transmitted
to the public — for example, radio or tele-
vision broadcasts, music-on-hold, cable tel-
evision and by the Internet.

Why do I need a license from three
different companies?

Each of these organizations, or PROs,
represents different songwriters, com-

posers, publishers and copyright holders,
so to be fully protected, you need to be li-
censed by all three.

What is covered by a license?
The license covers copyrighted music

played, or performed, for the public. That
includes digital music services, Muzak,
satellite radio and TV, cable, on-hold music,
DJs, live performers, karaoke and even your
personal CDs. A license gives you legal au-
thorization to play copyrighted music for
the public and protects you from the finan-
cial penalties of copyright infringement.

Does the ARVC Music License specif-
ically exclude any types of perform-
ances?

Yes. Additional licensing fees may apply
for events for which a hard ticket from an
outside source is required for admission;
any event which requires a separate admis-
sion fee of $25 or higher; or if your park in-
curs annual live entertainment expenses in
excess of $5,000.

Aren't TV, cable and radio stations al-
ready licensed?

Yes, they are. However, those agreements
do not authorize the broadcast of these TV,
cable and radio stations to the public by
businesses and other organizations.

What if we already own our own col-
lection of music CDs?

The purchase price that you paid for the
CDs covers only your use of them for pri-
vate listening. Once you decide to play any
copyrighted music publicly, you need per-
mission from the copyright owners.

If we have live performances at our
park, are the musicians responsible for
being licensed?

No. Some people mistakenly assume mu-
sicians, entertainers or even DJs must obtain
licenses to perform. Since it’s your business
that's benefiting from the performance of
music, park management is responsible for
ensuring that the organization is properly li-
censed. This responsibility cannot be passed
on to anyone else, even if the musicians
hired are independent contractors.

How do I sign up for the ARVC Music
Licensing Program?

The ARVC music-licensing program is
only available to ARVC members. If you are
not an ARVC member, go to arvc.org/join
or call the office at (303) 681-0401. If you
are an ARVC member, go to arvc.org/music-
licensing and sign in with your ARVC ID
and password. The open enrollment period
for 2014 music licensing is from July 1,
2013, to Nov. 30, 2013. No late enrollments
will be accepted.

Jake Poterbin, ARVC Marketing
Communications Coordinator WCM

By Jake Poterbin, Editor, ARVC Voice

ARVC 2014 Music Licensing 
Open Enrollment Now Available

Camp-California Marketing has created
the first-ever, multimedia Camp-California!
The Campers Guide to California.

Available for desktop computers and
soon to be at the iTunes Store, this 21st-cen-
tury guide includes more than 15 embedded
videos, 500 hot links, table of contents quick
links, Twitter feed, integrated social media
sharing, customizable pdf generator, inte-
grated advertiser index, along with search
and print tools.

According to Debbie Sipe, executive di-

rector and CEO for Camp-California Market-
ing, “As far as we know, this is the first, true
multimedia camping guide with embedded
video content. We are excited to bring the
full force of the digital age to our 39 year-old
publication.”

Campers now have the option to carry the
traditional printed version or switch to the
digital version on their iPads or laptops. The
camping guide is an annual publication with
200,000 printed copies available to con-
sumers in January. WCM

Camp-California! Launches
New Multimedia Guide
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• Real Rustic Log Cabins
• Durable and Appealing
• Highly Profitable
• Pays Off Within 1-3 Years

Quality Log Cabins at Affordable Prices

Cabin Kits 
starting at 
$7,700

1-800-684-5808 • www.keystonekabins.com

Better Quality and
More Affordable
Than Park Models
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WCM: CONY currently is not a
member of the National Association of
RV Parks and Campgrounds (ARVC).

Bennett: CONY is not an affiliate of
ARVC at this time. Basically, ARVC
pushed to embrace state parks on a na-
tionwide basis. Our board at that time
felt that ARVC was not aligned with the
CONY’s mission statement. There still
are some people who are pretty hot
about competition from state camp-
grounds. But at no time has anybody dis-
couraged any CONY campground from
joining ARVC as an individual. And
some have done that. Hopefully down
the road there will be a bridge to work
with them again a little more closely.

WCM: What do you see as the fu-
ture of campgrounds?

Bennett: Consolidation is beginning
to come into play. There are more corpo-
rations and more multipark owners. And
I’ve seen a lot more turnover with new
owners coming in and buying camp-
grounds. With that comes a whole new
renaissance of more professional owners
who are more serious about their craft.
And the national franchises seem to be
gaining steam each year.

WCM: Is that good for the camp-
ground industry?

Bennett: We are coming to a point in
time where the campsite is becoming
more of a commodity. If people are in an
RV, they are looking at their same walls
no matter what campground they go to.
So it’s much more important that they
have a good experience provided by the
campground where families can unwind
and spend time together.

Obviously the amenities have to keep
up. Wi-Fi is more important now than
anything except electricity. And cabin
rentals are going to become more popu-
lar as emissions standards increase on
tow vehicles. WCM

CONY—from page 23

CONY Officers and Directors
Chairperson: Mike Papp, West Canada 

Creek Campsites, Poland
1st Vice Chairperson: Bill Perry, 

Chautauqua Lake KOA, Dewittville
2nd Vice Chairperson: Gregg Nicholls,

Lake Bluff Campground, Wolcott
3rd Vice Chairperson: Robert Kaiser,

Medina/Wildwood Lake KOA, Medina
Treasurer: Ed Marden, Camp Bell 

Campground, Campbell
Secretary: Rachel Kaiser, Houghton/ 

Letchworth KOA, Houghton

CONY Regional Directors
Region 1: Matt Anderson, Camp 

Chautauqua, Merrill
Region 2: Nina Latello, Sleepy Hollow

Lake Resort, Akron
Region 3: Rosemary Curtis, Hickory Hill

Family Camping Resort, Bath
Region 4: Carl Carlson, Cheerful Valley

Campground, Phelps
Region 5: Truman Hartshorn, Lebanon

Reservoir Campground, Hamilton
Region 6: Richard Heath, Ta-Ga-Soke

Campground, Sylvan Beach
Region 7: Tammie Standford, Bedford

Creek Marina & Campground, 
Sackets Harbor

Region 8: Gil Paddock, Deer River 
Campsite, Malone

Region 9: Vacant
Region 10: Kimberly Foro, Whispering

Pines Campsites & RV Park, 
Greefield Center

Region 11: Doug Brown, Nickerson 
Park, Gilboa

Region 12: Joe Leto, Brook n Wood 
Family Campground, Elizaville WCM

Sun Communities Inc., a Southfield, Mich.-
based real estate investment trust (REIT) that
owns and operates manufactured housing and
recreational vehicle communities, reported
July 25 its second-quarter results.

Highlights for the quarter ending June 30 in-
clude:

• Funds from operations (FFO) excluding
$1.1 million of acquisitions costs was $0.69 per
diluted share and OP unit for the three months
ended June 30, 2013.

• Same-site Net Operating Income (NOI) in-
creased by 5.5% as compared to the three
months ended June 30, 2012.

• Net income attributable to common stock-
holders was $1.0 million, compared with net in-
come of $1.7 million for Q2 of 2012.

• Revenue-producing sites increased by 

494 sites, compared to an increase of 410 dur-
ing the three months ended June 30, 2012,
bringing total portfolio occupancy to 89.2% as
compared to 86.8% at June 30, 2012.

• Total home sales increased 5% as com-
pared to the three months ended June 30, 2012.

• Two recreational vehicle communities
were acquired during the second quarter for
$28.9 million, increasing the year-to-date total
to 12 properties acquired for $140.9 million.

“Core portfolio performance has been right
on budget with solid same site growth in NOI
and occupancy,” said Gary A. Shiffman, chair-
man and CEO. “We have dramatically reduced
our leverage while increasing both the term
and amount of our credit facility. Our attention
is now concentrated on maximizing the earn-
ings power of our portfolio.” WCM

Sun Communities Reports on Recent Acquisitions

www.hireaworkamper.com
www.phelpshoneywagon.com
www.keystonekabins.com
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ORANGE COUNTY, NY
Minutes from Middletown
RV/CAMPGROUND

Bordering Shawangunk Kill River
91 Sites on 73.50 Acres, Recreation 

Center, Pool, Office w/Kitchen, Nice Bath
Houses + Owner’s 3 Bed, 2 Bath Home
Well Maintained – Owner Retiring

Asking $1,500,000.
HERSCHEL REALTY CORP.
herschelrealtycorp@frontier.net
Call Joe, 845-798-0052

FOR SALE
Family campground near Terre
Haute, IN with (2) Fishing Lakes, 

office bldg., maint shop, playground,
storage area, basketball goal, 

easy access to major interstate, etc.

$375,000 with Owner Financing.
Great Opportunity.

Call 570-691-4900

Gene Callahan
Commercial Real Estate

Agent of The Murphys Realtors

Experienced at selling campgrounds.
Very good at keeping marketing
confidential. Massachusetts only.

413-210-0534

Classified Advertising Rates are $1 per word, minimum $15 per ad. Payment
must accompany order. Closing date is the first of the month preceding
month of publication. Published monthly. Make remittance payable to
Woodall’s Campground Management, 2901 E. Bristol St., Ste. B, Elkhart, IN 46514

CLASSIFIEDS

HELP WANTED
CAMPGROUND MANAGERS
Travel Resorts of America is expanding
and is seeking both experienced and
potential managers to join our profes-
sional management team as opera-
tions managers, assistant managers or
managers in training. For more infor-
mation about current and future open-
ings, please contact Robert Bouse at
rbouse@travelresorts.com. “Have Fun,
Make Money” with an industry leader!

WANTED
LOOKING TO BUY RV AND/OR 
mobile home parks nationwide. 
Call Clark at (850) 980-2323 or email 
fastandfair@gmail.com

RV PARK SERVICES
FILL THE PARK. COM 
How to get more guests to stay at
your RV Park!

TO PLACE YOUR AD IN
THIS SPECIAL SECTION:

Beverly Gardner & Associates
574-266-7980•Fax: 574-266-7984
akollat@g-gmediagroup.com
wthorne@g-gmediagroup.com

Owner desires to RETIRE!!! 
Over 3500 lakefront feet on a private 
lake and over half of the 73 acres 
undeveloped makes this property 

perfect for resorts, conference centers,
casinos, development property, 

campgrounds, and much more. Three
large barns allow for ample storage or
indoor activities. A 1,200 sq ft pavilion

is perfect for outdoor concerts/
activities. Property also includes two
general stores for retail sales and a
2,492 sq ft arcade. Over 30,000 sq ft
of campground for summer fun. 
ASKING PRICE: $995,000. 

See details at:www.kkohart.cbrwg.com 
or Contact Kirk Kohart,
Coldwell Banker RWG

Phone: 
260-466-5917

E-Mail:
kkohart@cbrwg.com

TEXAS GULFCOAST, WARM WATER JEWEL
Exceptional High Year Round Occupancy. Over 3,500 ft. 
of Beautiful Waterfront with 500' Lighted Fishing Pier!

• This Park Has It All. Things Are Bigger & Better In Texas. Located in the Best state with the
Hottest Employment Market and the most favorable long term economic outlook in the USA.
• Recently Renovated 5★Luxury RV Resort Converted KOA. On 25 elevated acres overlooking beautiful
Galveston Baywith water on 2 sides, pool, pavilion, boat dock, laundry, bath houses, exercise room.
• Upgraded 140 RV Spaces, 3 Luxury Suites, 1 Park Model. All new 30/50 amp metered
elec., city sewer, hospitality room, manager apt.
• 100% Avg. Year Round Occupancywith daily, destination, extd. stay, winter Texans and retirees. 
Expansion for 50 more approved prime RV spots including drive-in bayfront and 20+ pull-thrus.
• Located 2 Miles Off Houston’s New Grand Parkway Loop, with direct access off I-10 to
Galveston Beaches, Boardwalk, NASA.

$5,600,000Contact Broker at 
866-315-6232

Cash on Cash 35%
Cap Rate 11%

up to 90% SBA financing available with approved credit, will consider J.V.

Intaglio is a 250  unit luxury RV re-
sort to be built near Quartzsite Az

Potential to sell lots fee simple or
to rent to RV users

Current wholesale value of lots start-
ing at $10,000 retail value $80,000

Final plat approval “near shovel
ready to construct”

JOHN ODEGAARD, Vice President,
949.632.7780 • jodegaard@naicapital.com

BRE Lic #01331908

INTAGLIO
RV RESORT AND PLANNED COMMUNITY
Liquidation Sale $1,800,000

CAMPGROUND INVESTMENT OPPORTUNITIES

www.tranzon.com
www.tranzon.com
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Campground Brokers, we
have a 30-year proven track 

record of selling parks!
• We know the campground industry.
• We help educate buyers to this industry.
• We meet the buyer to remove contingencies.
• We personally attend every closing.
• We are available to help – before, during, and even years
after the sale!

• We promise to always tell you the truth…even if it hurts!

We would like the opportunity to help you in the same way; contact
us at 800-648-1624 or email to: info@campgroundbrokers.com

PARK BROKERAGE INC.

John Grant/Park Brokerage Inc. 
11580 Petenwell Road, San Diego, CA 92131

john.grant@earthlink.net
800-987-3363 • Fax 858-530-2368

www.parkbrokerage.com

Sans End RV Park, Yuma, AZ
186 RV Sites + 11 Apartments, 44 Years Indian
Land Lease, Pool, Clubhouse, Near Mexico Medical.
12% Cap Rate with Only 19% Occupancy Rate.
$1,000,000, Large Upside

Lake Isabella MH & RV Resort
Lake Isabella, CA
In the South Sierra Nevada Mountains
25 MH + 66 RV Sites, Clubhouse, Pool
Recent Foreclosure, Only $600,000

Cisco Grove RV Park,
Lake Tahoe, CA
425 RV Sites on 300 Acres in the Mountains
On the Yuba River, Extensive Amenities
Long Term Seller Financing, $3,700,000

WANTED!
RV parks with water feature (lake,
river, ocean), or near major 
attraction. Prefer 200+ sites with
high number of seasonal residents,
but will consider smaller parks (with
or without water feature), if have
high seasonal occupancy in 
desirable location near attractions.
Family and/or retirement. Rural or
city location. We will decide quickly
and pay all cash or structure sale 
to meet your needs. We are 
experienced RV park owners and
assure confidentiality. Eastern
U.S. region. Brokers welcome. 
Please call us today:
            518-725-2003

Snowbird RV Resort
• Located right on Route 66
• 61 RV+ 4 MH = 65 Spaces
• Immaculate Owner’s Residence
with 5 Car Garage

• Very Stable Occupancy: 100%
Reserved

Southern California: $1,725,000
vince.reynolds@cbre.com

858-546-4636

“FLORIDA SPECIALIST”
WWW.FORTUNEREALESTATE.COM

Starting from $150,000 down payment
Florida Campgrounds, RV Resorts and Mobile Home Communities

Over 27 years experience in Brokerage & Park Ownership

CALL THE EXPERTS!! FORTUNE REAL ESTATE
1-800-226-3839 or 941-755-1339

7 Listingsmotivated sellers with financing 2Sold in 
2 Months!

“Specializing in RV PARKS and
CAMPGROUNDS FOR SALE”

Over 25 Years Experience

www.rvparksforsale.com
WE SELL TO SELL AGAIN

612 Sidney Baker St.  •  Kerrville, Texas 78028
Phone: 830-896-5050  •  Fax: 830-896-5052

The Blanco Settlement
Blanco, Texas

“Where a Day on the River is Worth a Month in Town”

Apx. 9.8 acres fronting the Blanco River
9 cabins beautifully decorated
20 RV full hook-up spots

• Pavilion • Gift Shop • 3/2 home
Computer systems with point of sale 

and reservations.
Maintenance equipment

$1,700,000.00
Hill Country Real Estate, Candy Cargill, Broker
830-833-4591 • www.hcrealestate.com

For Sale RV and Mobile
Home Park in the Rio
Grande Valley of Texas
115 Plus sites with room for 

50 more. On 15 1/2 acres. Close to
shopping and recreation areas. 

Asking: $850,000...NOW Asking:
$450,000. GREAT Opportunity

Contact 956-638-0752

� Three Springs RV Resort consists 
of +21.5 scenic acres in 
Columbia, Kentucky

� Located on Holmes Bend Road near
Holmes Bend General Store and less
than two miles from Green River Lake

� Currently open with 27 RV pads,
each pad has +2,450 sf; room for
53 additional pads

� Each pad includes water, 30 & 50
amp electrical service, individual
sanitary hook-ups along with a picnic
table, fire pit and lantern holder

� Wi-Fi available; Tornado shelter on-site
� Sale Price: $850,000

Jim Holbrook, Associate
Bruce Isaac, SIOR, CCIM

859.224.2000

Isaac

   
 

   
 

 
   

      

          
 

         
         

           
    
          

         
   

    
  

  
   

CAMPGROUNDS/RV PARKS
ME - NH - VT - NY

And, Another! Last
month Don announced
his #137 CG Sale.

This month - #138
69 sites + 4 yr-round rentals

11 Acre Lake
Commercial Water-Slide
Residence & More.

See Other Listings on
www.BuyaCampground.com

Don Dunton, RE Broker
Campground Specialist

don@buyacampground.com
(603) 755-3944

One of America’s most experienced
Campground Brokers.

SOUTH CENTRAL TEXAS
(Owner Financing Available)

9 PLUS ACRES ON INTERSTATE 10 EAST 
OF SAN ANTONIO IN A THRIVING AREA FOR
INDUSTRY, OIL AND GAS, 3 BUSINESSES:
 • RV park has 40 sites with full hookups, 
    full service clubhouse (24X65).
 • Trucking business includes repair, storage,
    pick-up and delivery of storage containers.
 • Triking business converting 2 wheel 
    motorcycles to 3 wheel trikes, sales, 
    service and a 40X60 shop.
ON THE EDGE OF THE HILL COUNTRY

TREMENDOUS EXPANSION POSSIBLITIES
$900,000 - Duke Carlson at 830-379-9998

CAMPGROUND INVESTMENT OPPORTUNITIES

www.fortunerealestate.com
www.campgroundbrokers.com
www.campgroundsforsale.com
mailto:hess@campgroundsforsale.com


CALENDAR OF EVENTS

SEPTEMBER

5-8: 33rd Annual Florida RV Trade
Association (FRVTA) State Convention
Sand Pearl Resort
Clearwater Beach, Fla.
Contact: (800) 330-7882
www.frvta.org/state-convention/

9-15: America’s Largest RV Show
Giant Center
Hershey, Pa.
Sept 9-10 (Industry Days)
Sept. 11-15 (Public Days)
Contact: (888) 303-2887
www.largestRVshow.com
10-11: The Great Escape
for NCA Members
Pleasant Acres Family Campground
Sussex, N.J.
Contact: (860) 684-6389

17-19: Elkhart County
Open House Week
RV/MH Hall of Fame and Forest River’s
Dynamax facility plus various 
locations in and around Elkhart, Ind.

OCTOBER

11-20: RVIA’s 61st Annual
California RV Show
Los Angeles County Fair 
& Exposition “Fairplex”
Pomona, Calif.
Contact: (703) 620-6003

17-20: Camping World/
Good Sam Rally
Atlanta Motor Speedway
Atlanta, Ga.
Contact: (877) 749-7122
www.therally.com

22-23: Ohio Campground Owners
Association Fall Conference & POOT
Hampton Inn and Suites
Chillicothe, Ohio
Contact: (877) 787-7748

31-Nov. 2: Campground 
Owners of New York 50th 
Annual Convention & Expo
Kaatskill Mountain Club
Hunter Mountain, N.Y.
Contact: (585) 586-4360

NOVEMBER

6-8: 2013 ARVC Outdoor 
Hospitality Conference & Expo �
Knoxville Convention Center
Host Hotel: Hilton Knoxville
Secondary Hotel: Holiday
Inn World’s Fair Park
Knoxville, Tenn.
Contact: (303) 681-0401

11-13: Pennsylvania Campground
Owners Association 50th Annual
Convention & Trade Show
Nemacolin Woodlands Resort
Farmington, Pa.
Contact: (610) 767-5026

11-14: Leisure Systems Inc. 
Symposium
Embassy Suites & Northern
Kentucky Convention Center
Covington, Ky.
Contact: (800) 626-3720

18-22: IAAPA Show
Orange County Convention Center
Orlando, Fla.
Contact: (703) 836-6742

20-23: Kampgrounds of America
Annual Convention
Austin Convention Center
Austin, Texas
Contact: (888) 562-0000

DECEMBER

3-5: RVIA’s 51st Annual 
National RV Trade Show
Kentucky Expo Center
Louisville, Ky.
Contact: (703) 620-6003

2014

MARCH

7-8: Ohio Campground Owners
Association Spring Conference
& Trade Show
Embassy Suites Airport
Columbus, Ohio
Contact: (877) 787-7748

MAY

5-7: Florida/Alabama
ARVC Conference
Embassy Suites Destin-Miramar
Beach and Camp Gulf RV Resort
Destin, Fla.
Contact: (850) 562-7151 WCM

ELECTRIC�� WATER��GAS��SUPPLIES

ARVC

SUPPLIER

OF THE

YEAR

www.go-usg.com

www.go-usg.com
800-800-2811 �� 800-800-7082

(8AMEASTERN - 5PM PACIFIC)

7W Fl. Bulb Hub

Reducer
Pagoda Fixture

Pagoda Light Kit

20
07-2008

www.airwaveadventurers.com

Mention this ad for a
10% discount

28 -  August 2013                                                                                                                                                                                           Woodall’s Campground Management

to that used in commercial real estate.
The recession has created some out-

standing opportunities to locate new RV
parks and campgrounds in some very de-
sirable locations — high-quality tourist
and recreation areas where land prices
have come down to earth from very high
pre-recession prices that made new devel-
opment difficult, if not impossible.

It would be to the benefit of both the
park and the RV industries if new 21st-
century parks designed and built to meet
the needs and wants of today’s market can
be developed. You can’t build and grow ei-
ther industry without innovation and new
product. And with the new and vibrant in-
terest in outdoor recreation the time
seems right for innovation and taking
modest risk for future rewards. No risk,
no innovation, no growth.

David Gorin is the former president of
ARVC and is currently the president of Best
Parks in America and the principal of
David Gorin Associates LLC. He can be
reached by email at david@bestparks
inamerica. WCM

InSites—from page 8

Manufacturers of Quality Recreation FUNniture

www.ParkEquipment.com
1-800-376-7897

2061 Sulphur Springs Rd

Morristown, TN 37813

mailto:sales@airwaveadventurers.com

